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A PROFITABLE LINE 


FOR THE 
HARDWARE TRADE 


Kroydon Golf Clubs 


“YOU can sell high grade golf clubs ” said an 
enthusiastic hardware dealer in New Jersey—“I sold 
$1,100 worth at a very nice profit the first year I put 
in the Kroydon line—and previously I never handled 


golf goods at all.” 





Ask any Pre 


é, Rroydon Gof (ly hss 











ue Supreme 
nite Model 12, $10, 
“i Steel ~ $12. 











“Golf clubs are feeders to a dozen other profitable 
lines,” said a Texas hardware man, who sold $2,000 
worth of Kroydons last year. 


A Quality Line 
These clubs retail at $4.00 to $14.00 
each—and yield a handsome profit. 
They meet every requirement of 
the most critical players—and in 
the last U. S. Championship 
they were used by the WINNER 
—and by 40% of all the other 


contestants. 









Nationally Advertised 


The Kroydon line is ADVERTISED in 
leading newspapers and magazines 
throughout the United States. 


Get This 
Display Stand 


This “silent salesman” is_ fur- 
nished without charge—with a se- 
lected assortment of 27 popular 





Display Stand, mahogany finish. amide. 
Assortment of 27 clubs. 
Resale value, $184.50. Send for our special introductory 
Write for proposition. offer, including free display stand. 


The Kroydon Company 


BURNETT AVENUE and RUTGERS STREET 
HILTON, NEW JERSEY 





Advertising Index, Page 102 Editorial Index, Page 37 





HARDWARE AGE January 28, 1926 


TO THE‘MAN:‘WHO:HASN'T 
THOUGHT :ABOUT IT 


If your wife does not show you this page 
she is not the diplomat we think she 1s 


DEAR SIR: 

Hitherto, most of our advertising 
has been addressed to women. But a 
letter induced us to address this page 
to the other side of the family. 

A wife wrote: “I wish you wouldn’t 
publish so many alluring pictures of 
your silverplate. ‘They only aggravate 
my yearning for a set of 1847 ROGERS 
Bros. And I can’tinterest my husband.” 

When a wife can’t interest a hus- 
band in needed table silverware, it’s 
time he had our attention. He needs 
facts. He hasn’t thought about silver- 
ware—informedly. 

If he has thought about it at all, he 
has probably thought of it as a pur- 
chase entailing a painful outlay. Which 
is miles away from the facts and the 
figures. 


For instance, $34 will buy a service 
in table essentials—spoons, forks and 
knives—for the average small family. 
That’s the 26-piece Utility Tray set in 
1847 ROGERS Bros. Silverplate, shown 
below. And the price includes the tray. 

Spread this price over the lifelong 
term of usefulness and beauty in 1847 
ROGERS Bros. Silverplate—and_ the 
cost is less than half a cent a day. 

What husband will deny the fond 
wish of a fond wife, when 4c. a day 
will cover the tariff? 

* *K * 
MAY WE SEND YOU THAT FAMOUS BOOK 
“Etiquette, Entertaining and Good Sense” ? 


.l charming little brochure on how to entertain cor- 
rectly and smartly for luncheons, dinners and afternoon 
teas. What to serve and how to serve it—for occa- 
stons both formal and informal. A copy is yours for 
the asking. Address Dept. P90, International 
Silver Company, Meriden, Connecticut. 








CANADA: [NTERNATIONAL SILVER COMPANY 


SALESROOMS : = S iLVE RR PLATE 
7 y - aml See ; : 
New YorK,. CHICAGO, SAN FRANCISCO er INTERNATION RNATIONAL SILVER CO Ba | or CANADA, LIMITED, HAMILTON, ONTARIO 


|'TuHis ADVERTISEMENT, in color, appears in the February 6, 1926, issue of The Saturday Evening Post] 








Published Weekly by the IRON AGE PUBLISHING CO., 239 West 39th Street, New York, N. Y., U. S. A. 


Entered as second class matter May 22, 1913, ut the Post Office at New York, under the Act of March 3, 1879. (Printed in U. 8. A.) 
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There are two tools of particular 
merit that should be in every 
carpenter’s tool chest—V. & B. 
Vanadium Hammers and V. & B. 
Unbreakable Planes! | 


V. & B. Vanadium Hammers are 
made from V. & B. formula 
vanadium steel and handled with 
the finest hickory. They are octa- 
gon necked and round faced, with 
a firm gripping, special non-slip 
claw. 


V.& B. Unbreakable Planes won’t 
snap when dropped. They are 
drop forged—not cast—from a 
solid bar of V. & B. Supersteel, 
furnished with all vanadium steel 
blades, which can be sharpened 
all the way to the slot. 


Here are two tools that every car- 
penter wants. They are profit 
makers in ‘the quality class. 


VAUGHAN & BUSHNELL 
MANUFACTURING COMPANY 


ama mS Of Fire Toots 
2114 Carroll Ave.~ ~ Chicago, Wl. U.S.A. 
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CASH — FENCE CONTEST 


Here is a plan that will stir up a lot of interest 
in “Red Strand’’ Fence in your neighborhood 


— $1500.00, divided into 75 cash prizes, will be 
given away for the 75 best stories or letters on 
“The Advantages of a Well Fenced Farm’’.. Your 
customers will be invited to enter the contest— 
they must write us or come to you for Free Con- 
test blanks before they can compete for the cash 


awards. 


Every detail of the contest has been carefully | 
worked out—window streamers; mail- 
ing-list folders with your imprint; local 
newspaper advertising which ties up. 

“with your store—and—a large Window 
Hanger in colors, with interesting illus- 

~ trations, all go to make up the back- 
ground ef the Contest Campaign. Then 

_ . in addition, we are broadcasting, week 

1°. after week, the Cash—Fence Contest 

~ through the use of large ads in the lead- 
+. . ing farm journals. 

Write for complete facts. With your 
co-operation we can make the Contest 
a big success—sell more fence—make 
more profits for you—and—establish 
your store, once and for all, as fence 
headquarters in your community. 
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Look at this List of 75 Cash Prizes 


These cash awards are certain to interest many of the fence 
users in your neighborhood. Only farmers, or their families, 
will receive this $1500.00 in cash. The first prize is $500.00; 
the second, $250.00; the third, $150.00; and so on up to the 
75th prize. Who will-not be interested in winning cash awards 
of this size for merely writing a letter or story on ‘“The Advan- 
tages of a Well Fenced Farm’’? It is a subject with which 
every fence user is acquainted. Don’t forget, your customers 
will be urged to see you for Free Contest Blanks—a tie-up 
plan of this kind brings results. 





List of '75 Cash Prizes 

Ist Cash Prize . .. . . . (Capital) . . $500.00 
PG ks kg ee ee ee . 250.00 
3rd Cash Prize .. . 150.00 
Se ee a we Se ce ee ee fe eS 
gC ee ws mk 75.00 
a Se ew CR eee lS 
7th Cash Prize . 35.00 
8th Cash Prize . 25.00 
RN I i es a a ee 20.00 
eg al a > ge ag 15.00 
Cs i Pa“ G 10.00 
12th to 50th prizes at $5.00 each 195.00 
51st to 75th prizes at $3.00 each egw 75.00 
Total . $1500.00 


Contest Closes April 5th, 1926 


Many Red Strand Dealers are preparing 
NOW for an increased fence business 


Between the $1500.00 Cash—Fence Contest and the many 
advantages that patented ‘“‘Galvannealed’”’ Red Strand offer 
fence users, plus improved agricultural conditions, RED 
STRAND dealers are sure to increase their fence business 
and profits. This is particularly true where dealers actively 
get behind the RED STRAND plan. 

Many Keystone dealers have already: greatly increased their 
fence business with Red Strand. This patented ‘‘Galvan- 
nealed”’ fence with its bright red marking and much heavier 
zinc protection is being specified more and more by fence | Pat 3 
users that want the longest lasting, neatest looking and most oa 4 . 2.8. 
economical fence for their money. It is easier to sell this bet- : | ae 
ter quality RED STRAND-— it costs you no more than the Be, 
ordinary galvanized kind. 

Arrange NOW for your fence requirements—but—above all, 
ask us to send you all facts about the $1500.00 Cash— 
Fence Contest. 


KEYSTONE STEEL & WIRE CO., Peoria, il. 3 : 
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Machine Screws 
Stove Bolts, _ 
Tire Bolts 


American Screw Co. 
PROVIDENCE , RI. 
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5,000,000 Poultry Raisers Need 
This Modern Poultry Fence 


New and scientific methods in the billion dollar poultry industry have brought an 
insistent demand for more and better poultry fence. No longer will “just any- 


thing” do. 

Flocks must be carefully segregated. Runs must be moved at frequent intervals 

to provide the birds with fresh, green ranges and to forestall disease. This essen- Rolls out 

tial practice demands a poultry fence which can be easily and quickly erected, re- Like Carpet 
moved and re-erected again and again without sagging or bagging. Cuts quickly, 
U. S. Poultry Fence alone fulfills these requirements. It is the only netting which easily and 


can be stretched straight and true from post to post without the aid of top rail without waste 


or baseboard. It is the only netting which can be taken down and put up time 
after time without bagging or sagging. 

Five million poultry raisers need this modern poultry fence. Buying time is just 
around the corner. Get ready now for the demand that is sure to come with the 
first signs of spring. , 

And, in ordering your stock, be sure to specify Ul. S. Poultry Fence—not just 
poultry netting—for in no other netting can you obtain those outstanding feat- 
ures which successful poultrymen everywhere demand. 


Representative jobbers all over the country maintain complete stocks. Ifyou 
do not know the U.S. jobber in your territory, write us for his name. 


Indiana Steel & Wire Company 


Muncie, Indiana 
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She Netting Shat Stands 








NICHOLSON 
FILE 
COMPANY 
Starts Its 


National ——— 
for the 
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NATIONAL 


Saturday Evening Post 
Collier’s 

Popular Science Monthly 
Scientific American 
Country Gentleman 


SECTIONAL 


State Farm Papers 


LOCAL 


Leading Newspapers 


TRADE 


Mechanical Weeklies and Monthlies 
Lumber Weeklies and Monthlies _ 
Hardware Weeklies and Monthlies 
Industrial Weeklies 

Carpenter Monthly 

Jewelry Monthlies and Weekly 








10 HARDWARE AGE January 28, 1926 





Ground 
Cross-Cut 
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~~ as Ja Astock of Simonds 
Su fuse >. | Crescent Ground 
@talog @ Cross-Cut Saws will 
give any dealer more 
profit and quicker turn- 
over. Simonds lance tooth 
Crescent Ground Saws are 
the fastest selling Cross-Cuts in 
the world. 


/ 
in 


Order from your jobber 
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The Simonds Blue 
Ribbon Hand Saws are 
ee high grade saws for which 
. J aa there has been big demand. 
| The carpenter or home mechanic 
knows the quality and cutting efh- 

ciency of thesesawsand is buying them. 
Get your share of the profit by selling 
this line. 


nds Saw and Steel Co. 





Simo 


Established 1832 ~ Fitchburg, Mass. 
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For 


BUILDERS 
HARDWARE 


We are Headquarters 








We have 


A FULL LINE 
IMMENSE STOCKS 
BOTTOM PRICES 
QUALITY GOODS 


And 


Our service will suit 
you— 

Give us a chance to quote 
on your needs. | 





The Geo. Worthington Co. 
Cleveland Ohio 
Established 1829 
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HARDWARE COMPANY 


PERFECTION 
MITRE BOX 








‘MOST APPROPRIATELY NAMED 
JUST WHAT WOULD BE EXPECTED 
IN A PRODUCT 
OF 


HARDWARE COMPANY 


TORRINGTON, CONN., U. S. A. 
New York Office: 151 Chambers Street 





Established 1854 Incorporated 1864 
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Select OPAL for 

} Your Customers 

~—-— + Wire Cloth is a good deal like the little girl 

/ with the curl, etc. When it’s good, it’s very, 

/ very good and when it’s bad, it certainly isn’t 
Opal. 

But unlike the curl of said, little girl, Opal 

doesn’t curl. It lies flat and smooth when you 


cut it and when it is serving your customers in 
their houses. 


Opal disappoints, flies, is friendly to gentle 
breezes, dealers and house owners. 





~~ — 


Sell Opal and sell more. 


NEW YORK WIRE CLOTH CO. 


Manufacturers of golden bronze, copper. 
zinc-coated and black enameled screen cloth 


342 MADISON AVE. NEW YORK __ Works -York.Pa. 
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Your customer is pretty apt 
to take your word for any 


product. 
In selling him Opal Wire Cloth 


your recommendation Is backed 
by a thirty-five year experience 
in this item alone. Wire cloth 
is the only product of these 


factories. 


Opal zinc-coated wire cloth will 
help build your reputation. You 
not only can bank on its quality, 
you can bank profit from itssale, 
and sell it easily at a standard 


price. 
DEPENDABILITY 


Screen Opal zinc-coated wire screen cloth is 
Facts made by workmen who have literally 
grown up in the manufacture of screen 
cloth. Years of experience enable them 
N Oo. 4 to turn out a product perfectly woven 
from rigidly inspected, highest grade 
steel wire, of uniform mesh and great 
strength. Consequently Opal is as 
thoroughly dependable as human skill 


and scientific knowledge can make it. 


15 
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Made Entirely by Ourselves 


Every product shown above is made in its entirety by us 
from raw materials to finished goods in our own plant. 


We make our own Open Hearth Steel and this 
steel is used exclusively in all our products. We 
draw our own wire and use Full Gauge Wire in 
all our cloth. We do galvanizing that protects 
and finishes all Wire Cloth and Poultry. Netting 
in a durable manner. | 


We guarantee full measure in every roll of Wire 
Cloth and Poultry Netting and satisfaction to 
every customer. We stand squarely back of every 
product we make and every Jobber and Dealer who 
handles our products. Do our 50 years of experi- 
ence and our reputation mean anything to you? 


Write your Jobber for Information and Prices. 
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| haven't got it / 


Not every dealer who carries a stock of 
paint can have the du Pont Paint and 
Varnish Franchise . . . for du Pont re- 
quirements are rigid. 


But to the up-to-date merchant who can 
qualify, the du Pont Franchise is an asset 
valued as one of the major prizes in the 
paint and varnish field. 


It will pay you to get in 
touch with our nearest office. 





E. 1. DU PONT DE NEMOURS & CO., Inc. 


2100 Elston Avenue 35th Street and Gray’s Ferry Road Everett Station No. 49 
Chicago, IIl. Philadelphia, Pa. Boston, Mass. 
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WHITING -ADAMS_ 


~ The Household 


Buy-word 
meaning 


Good Brushes 


Look for the name WHITING- 
ADAMS on every brush you 
buy. Whiting and Adams have 
been household buy-words for 
brushes for over 117 years— 
always standing for service and 
satisfaction. 


WHITING-ADAMS 
BOSTON 


Brush Manufacturers for Over 117 Years and the Largest in the World 


WHITING-ADAMS 
BRUSHES 


Ps 
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ONE GALLON U.S. MEASURE 
OUTSIDE WHITE 














why 108% PUR 
VARNISH? 


FOSSIL GUMS— 
VEGETABLE OILS— 
TURPENTINE 


why af 
Py DE FOSSIL GUMS | Pioneers. 








The solidified residue of the sap of trees which grew, 
died and were buried thousands of years ago. Under 
heat and pressure this residue was transformed into | Al 
hard, knobby lumps of tough, fossilized gum. This is | tg +4 aha 
mined by natives in tropical countries and shipped to \y At 
makers of good varnish the world over. AMBER is the ro Yat nishes 
best known and rarest of Fossil Gums. 

When used in Varnish, Fossil Gums have excellent 
linseed oil absorbing and amalgamating powers and 
form a hard, tough, durable and elastic film. sates icon Pure Fines 


fo tte the foliog.- 

The film from rosin or ester gum (treated rosin) is gen- ’ 
erally brittle. It cracks, breaks and powders easily and be- 
cause rosin has in itself no elasticity, it perishes quickly. 


Know what you 
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A Problem in Profits 


SCHOOLBOY might figure there was comfortable margin of profit for you. It 
more profit for a dealer in cheap Var- — enables you to reduce your stock of high- 
nish than in Valspar because cheap varnish — grade varnishes and colored varnishes to 
needs renewing more often than Valspar a minimum. It offers you a complete line 


and consequently you would make more of waterproof, accident-proof, enduring 
finishes for any surface to which varnish 


can be applied, in. a complete range of 
colors. 


sales. 
But you realize, of course, that your cus- 


tomer is yours only so long as your goods 
satisfy him. If the finishes you sell him Then there’s the constant demand cre- 


don’t stand up to service he'll probably ated by Valspar advertising, which keeps 

take his trade to another store and you'll your stock moving swiftly off your shelves. 

lose a good customer. For even the children know Valspar—the 
But with every sale of Valspar you make — varnish that won't turn white! 

you know you are selling a varnish that All of which would seem to indicate that 

will give absolute satisfaction, for Valspar — the answer to the question on the black- 

is known the world over for its wonderful board is Valspar, of course! 


durability and beauty. ore 
And Valspar has other advantages be- Simplify your stock mith Valspar 


side the goodwill it establishes. It has a and Valspar in Colors 








? Pegg oe - VALENTINE & COMPANY 


: | Largest Manufacturers of High-Grade Varnishes in the World 
, ESTABLISHED 1832 
New York Chicago Boston Toronto 
Amsterdam 


The Varnish That Won't Turn White aaa 
x . E . I ULLER & CO., Pacific Coast 
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the Save the Surface Campaign establ 
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the Industry by 1926”. That goal 


R years ago 
“Double 
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Now a new goal shines ahead. 


in the 


illions of dollars in 


| profits. This means that the Save the Surface 
| dollars. 


industry, by educating the public 


10na 


Every dollar invested 
it 


dditiona 
Campaign has not cost the industry a cent. 
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DOUBLING THE INDUSTRY meant hundreds of m 
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work of the Campaign brought back many add 


industry ought to 


g the 
Everybody in the 


in 
SS. 


imulat 
ine 


—helps everybody’s bus 


The Campaign—by st 


in the Campaign. 
For your own benefit—IN VEST 
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SAVE THE SURFACE CAMPAIGN 
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Murphy Brushing Lacquer 1s Selling Fast! 


News about this phenomenal new Murphy product 





Murphy’s brushing Lacquer has now been 
on sale to the trade for about three months. 
Our sales to date have far exceeded our 
expectations. This phenomenal volume of 
orders has been gratifying to us for two 
reasons. In the first place it has con- 
firmed our judgment that there is a large 
demand for a good quick drying brushing 
lacquer. 

We knew our new product was right. 
The trade could not be sure of it as soon as 
we were. Yet with no further assurance than 
that the new product bore the Murphy name 
the trade ordered and ordered and ordered. 
Which is our second reason for feeling proud 
—and very humble. aa 

In daily use in thousands of places our 
new brushing lacquer is now making good 
our promises in every particular. It flows on 
easily and evenly with a brush. It dries to 
the touch in five minutes. In half an hour 
it is ready to recoat. And in from one to 
two hours is hard enough for even the most 


severe uses. It contains no benzol or other 


harmful ingredients. 

Its many attractive standard colors and 
the numerous pastel shades which may be had 
by simple mixing make it adaptable for a 
multitude of uses. Murphy Brushing Lac- 


quer may be used over any properly cleaned 


and dry old finish. This makes it easy to do 
over household furniture. 

Where a good looking result is desired 
quickly, it can be applied on walls, pipes, inte- 
rior trim and floors. Of course, for durable floor 
finishing, a lacquer cannot be as satisfactory as 
a high grade floor varnish, but it has a field 
where the amateur wishes a presentable result 
produced quickly, and with little need of skill. 

Full page advertisements, some of them 
in color, are telling the household consumer 
and the painter about this wonderful new 
Murphy finish. Attractive window displays 
are ready and being distributed. 

If you have not already ordered an as- 


sortment of the twelve colors in which this 


new lacquer comes write us at once for a color 





card and price list. Or use the coupon. 


Murphy 
BRUSHING Lacquer 


MURPHY VARNISH COMPANY : 


NEWARK +: CHICAGO + SAN FRANCISCO - 








Murphy Varnish Company 


Newark, N. J. 





Please send me a color card and price list of Murphy Brushing Lacquer. 


NAME___ 





ADDRESS 


MONTREAL | 


} 
‘ 
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102 progressive merchants al- | (aie 
ready profiting with the \Cz 
Hilo Rack Assortment is your as- The |S 
surance that it will build business | ae Spiders 


for you. 

The Hilo Rack Assortment gives 
you, for a small investment, an ad- 
equate line of varnishes and enam- 
els that will meet your customers’ 
general needs. | 
It is a forceful, impressive sales- 
agent, whose well displayed goods 
change “‘lookers” into “buyers.” It . 

is convenient, compact and easy to ll C 7 

pe y Q ver 
The coupon below will bring you 
complete information on how the he F eld- 
Hilo Rack Assortment will help 
your paint department make 1926 
a banner year. 

Mail the coupon today. 
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HILO VARNISH CORP. YOU TELL 
(Moller & Schumann Co.) Vj | 
1 GERRY ST. BROOKLYN, N. Y. anne 
YOUR PAINT 
= - COVERS ~~ 
Tell the hardware 





dealers about your 
product through the 
medium that covers the 
Hardware Field. The 
readers of Hardware 
Age are wide awake 
| | : he aed merchants. They read 
: this paper because they 
tts +4 want to know what is 

going on. 
RE 4.3 Tell this responsive 
 % eee! Ta — TS audience about your 
J product and you'll take 
BeEEe- . _— a big step toward 
achieving the distribu- 


tion you are looking 
for. 


So 























HILO VARNISH CORP. 
BROOKLYN, N. Y. 
Please send complete details about your Rack Assortment Plan. 
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The 
Inquiring 





dealers a question 


~ Dutch Boy 


Each month he asks two 














The Question: 





— 
— — 


What has been your experience 
in handling white-lead? 


ANSWERS: 


FRANK WILKINS, National 
Paint and Wall Paper Com- 
pany, Chicago, Illinois: 

‘““‘We have handled Dutch Boy 

lead for eight years. Our first or- 





our business increased to the enormous 
amount of nine carloads—which is sufficient 
proof of our success with that commodity, con- 
sidering the small amount of handling charges.”’ 


R. M. KOENIG, Regal Paint 
Company, Vineland, N. J. 


“During the past year we bought 4 
54 tons of Dutch Boy white-lead. we > 
That’s three times as much as we upd 
bought four years ago and 30% —. 
more than last year. The rapid turnover we 
can make gives us a satisfactory profit on 





der was for 500 pounds. In 1924 — 


Dutch Boy white-lead. We seldom have to 
spend much time in convincing the customer 
he should use Dutch Boy products. 

“We want to increase our sales of Dutch Boy 
white-lead this year because that will also make 
a larger volume of all allied materials.” 


y Sr: 8 


Do home-owners, business men, painters in 
your community know your store as the Dutch 
Boy Store? Make them. Write our nearest 
branch for Dutch Boy window display, movie 
slides, cuts of the Dutch Boy for your bills and 


letterheads. They’re free. came 

— ace and ee ie 
Just ask for them. A post (et, p 
card will do. 
NATIONAL LEAD COMPANY 
New York, 111 Broadway; Boston, 131 State Street; Buffalo, 116 
Oak Street; Chicago, 900 West 18th Street; Cincinnati, 659 Free- 
man Avenue; Cleveland, 820 West Superior Avenue; St. Louis, 
722 Chestnut Street; San Francisco, 485 California Street: Pitts- 


burgh, National Lead & Oil Co. of Pa., 316 Fourth Avenue; 
Philadelphia, John T. Lewis & Bros. Co., 437 Chestnut Street. 
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of SCREEN WIRE Cloth 
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Standardize on a Complete Line Under One Famous Brand 


HERE is a complete line of screen cloth 

that will meet all your customers’ re- 
quirements. From the inexpensive paint- 
ed cloth to the highest grade of bronze, 
the American Brand covers the best values 
you can offer your trade: Between these 
two extremes there is American Galva- 
noid, the best known zinc-coated cloth on 


the market. Simplify your line, and re- 
duce your stock investment by standard- 
ardizing on American Brand Screen Cloth. 
Samples will be forwarded on request. 
Place your orders with your jobber now to 
be sure of ample stocks when the buying 
season opens. 


AMERICAN WIRE FABRICS CORP., Subsidiary of WICKWIRE SPENCER STEEL CO. 


General Offices: 41 East Forty-Second Street, New York 


Worcester Buffalo Cleveland . Detroit 


WICKWIRE SPENCER 
PRODUCTS 











Western Sales Office: 208 So. La Salle St., Chicago 
San Francisco Los Angeles Seattle 
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= ADJUSTABLE | 8 pce rere garages are in evidence during the winter season—weather 


e . * 
ee # conditions frequently block the doors and hold them fast for days— 
3 might just as well be without doors during periods like this as to have them 


mS held tight by ice and snow. 

tf Myers Garage Door Hangers for inside hinged sliding or outside hinged- 
: folding doors are designed for year through service—patented adjustable 
features and other important improvements overcome weather conditions 
. and provide easy-gliding, tight fitting, long-lasting sliding doors for garages 
oe . and other buildings. 

Different styles offer unlimited sales possibilities. Thoroughly advertised 
—widely distributed—universally used—they are easy to sell and afford ex- 
cellent profits. Catalog, information and prices to the trade. 


THE F.ELMYERS & BRO.CO.*2158"° 


MANUFACTURERS OF MYERS‘“HONOR-BILT’ PUMPS, 
HAY UNLOADING TOOLS AND DOOR HANGERS SINCE 1870 
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ALL Car Owners Buy Hardware 


THE HARDWARE DEALER 


Is the Logical Distributor of Tires and Accessories 


This being the case, consider the following facts. 





Every year sees a large increase in the number of hardware 
dealers who sell tires and accessories. Many of the readers 
of Hardware Age have taken on this Jine because of the efforts 


of Hardware Age. 


Articles that show the dealer how to handle tires and acces- 
sories with the greatest profit appear in Hardware Age often. 
Stories of what other successful dealers are doing with tires 
and accessories are winning over many dealers who are well 
equipped to distribute this line profitably, for themselves and 
for the manufacturer. 


Advertise your product in the medium that has done and is 
doing so much to convince the hardware dealer of the desir- 
ability of tires and accessories as a line and your advertising 
appropriation will go farthest in RESULTS. 


Tell Your Story in 
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This Guarantee Tag creates confidence. Customers 
realize that Bath Room Fittings Guaranteed for 10 
years not to chip, rust, break or deteriorate, must 
have the right aiaecia’ in them to back up the guar- 


caunsciasacnaall AGE 


Every “SNO-WITE” Bath Room Trimming Is Guaranteed for 10 Years 







“SNO-WITE” Bath Room Trimmings HAVE— 
they’re made of Genuine Porcelain Enameled Metal 2) 
—that’s why they last. S 
We stand squarely back of every article and every 






















antee. dealer. 
f Originators of Porcelain Enameled Bathroom Trimmings 
Fr American Enameled Products Company 
Lt Boston CHICAGO New York 
= San Francisco Atlanta Toronto Detroit 
Sere SOOoSoo oso Sooo ooo ooo Sooo Oooo oo oS SSS Oo oHE 
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The 


“Really don’t expect to buy today. 
Screen Cloth you have in your window so 
out of the rain—been putting it off ‘til spring.” ; 





IRIAN 


‘Tomorrow Customer 


I saw some of that 
I came in 


That’s something like the trend of conversation. He 
should be encouraged! Tell him something about 


“Perfect” and “Nikolite” quality and durability. PAINTED S(REE 


WIRE (LOT 





It won’t take long to sell him. He wasn’t quite ready 
to buy, but “Perfect”? was too much of a temptation 

“put off ’til tomorrow” what was just as easy to do 
today—with the assistance of “‘Perfect’’ a sale is made. 


ee es 


Fee 


See your Jobber. 


ULHLUUALULLTUUTILU THULE UIT 


LUDLOW-SAYLOR WIRE CO. 
ST. LOUIS, MO. 
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lom-Tom 
the rouser 


en Haven 


OOM WANETOXW, 
‘Truce’ lime‘ Jellers 


Tidy -Tor 


Tick - Tock 


The lip-Top 
Octagon 


Tidy - Tor 


lick - lock 


lip-Top 


Octagon 


NATIONALLY ADVERTISED 


OCTAGON True Time Tellers 


TOM-TOM 
Height, 5% inches; Width, 4% inches; 4% inch dial 
Convex glass, nickel-plated octagon case, 
40-hour movement, back bell, 
intermittent alarm with shut-off, removable springs 
Plain Dial $3.25 Radium Dial $4.25 
TIDY-TOT 
Height, 3% inches; Width, 2% inches; 2% inch dial 
Convex glass, nickel-plated octagon case, 
40-hour movement, back bell, 
intermittent alarm with shut-off. 
Plain Dial $3.25 Radium Dial $4.25 


THE EW 
EST. EW 


NEW YORK CHICAGO 


BRANCHES 


TIP-TOP OCTAGON WATCH 
The new octagon-shaped watch, 14 size, thin model, neat and 
compact. Stream line design, nickel polished, semi-octagon 
bow, substantial antique pendant corrugated crown, easy to 
wind, pull-out set. Cubist numerals and skeleton hands. 
Plain Dial $1.75 Radium Dial $2.75 
TICK-TOCK 


Height, 4% inches; Width, 3% inches; 3% inch dial 
Convex glass, nickel-plated octagon case, 40-hour 
movement, back bell, long alarm with shut-off switch. 
Plain Dial $2.50 Radium Dial $3.50 


AVEN LOCK CO. 
VEN ONN. 1817 


SAN FRANCISCO TORONTO 
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Mr. Van Voris, on the right, knows about Hygrade Lamps, because he has sold them for ten years 


An old friend writes an advertisement 
about Hygrade Lamps 


No advertisement which we prepared ourselves could be as effec- 
tive as this letter from Mr. A. H. Van Voris of I. Van Voris & Sons 
of Cobleskill, N. Y. 


pA LWA LAA RA\RAARAARAARAARANSANCENEERLSNNS 


“Knowing of your interest in 
watching Hygrade Lamp sales 
grow amongst your retail dealers, 


“We have consistently adver- 
tised and displayed the line and 
feel that the splendid co-operation 


it occurs to me that you will doubt- 
less be pleased to learn that our 
sales have more than doubled 
since we have been selling your 
good product. 


which we have received from your 
office right along has helped a big 
lot in building up this lamp busi- 
ness of ours.” 













| in 
cent lamp patents 


HYGRADE LAMP CO 


ong om WY SALEM MASS 


Licensed under 
General Electric 
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The Outstandin 2 Leader 
of an Outstanding Line/ 
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7 *=Shot Shells 


The only shell on the market espe- 
cially designed in load, wadding and 
case construction to produce. the 
maximum efficiency of progressive 
burning powder. Its longer range, 
higher velocity, and unequalled kill- 
ing power at extreme distances as- 
tonishes shooters used to ordinary 
loads. The H. V. Shell is loaded to 
a velocity equivalent to 33% drs. of reg- 
ular bulk smokeless—a _ super-maxi- 
mum load that can be used in any gun 
that will handle the regular standard 
maximum load. Peters dealers are 
cashing in big on shooters’ interest in 
P High Velocity Shells, P “Tack- 
Hole,” 22 L. R. Cartridges, and P 
High Velocity Big Game Cartridges 
with Peters Protected Point Expand- 
ing Bullet (pat’d) and no-foul bullet 
jackets. 


HARDWARE AGE 
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ETERS High Velocity Shells have proven their 

popularity with shooters. They have shown tre- 
mendous sales increases for dealers in all parts of the 
country because every new sale means a permanent 
customer and an enthusiastic booster for these sensa- 
tional game-getters. These shells demonstrate une- 
qualled range and killing-power that makes the boys 
come back for more every time. 
Worthy companions in the P line are Target—a tried 
and true field and trap load in bulk or dense powder 
loads; Victor—a lower priced smokeless shell of P 
quality; Referee—the clean-shooting, semi-smokeless 
shell that gives your black powder shell shooters the 
effective velocity of smokeless powder at black powder 
prices. 


Fach of these shells has a particular demand. They do 
not duplicate each other except in the quality of their 
P construction. With these four shells you can meet 
the shooting requirements of every sportsman who 
enters your store. You give him the load he wants 
plus the superior shooting quality of the P Brand. 
Four outstanding shells—all standard load combina- 
tions—low investment—dquick turnover. 


Write for the P dealer plan and name of the 
P jobber who will supply you with this fast- 
selling line of high-grade ammunition. 


THE PETERS CARTRIDGE COMPANY 


DEPT. A-22 
CINCINNATI NEW YORK 


ELERS 


AMMUNITION 


LOS ANGELES 
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Remember to see 


the new MENGEL LINE 
at the New York Toy Fair 


NEW numbers of unusual appeal and all 
~ " the favorite old numbers will be wait- 
ing for you at the Mengel Display—rooms 
805-807 Hotel Breslin. | 


Come in and see them for yourself. Note 
how well they are made—how sturdy they 
are and how finely finished. They’re not 
only excellent in plan and design, but they 
give your customers honest, dollar-for- 
dollar value both in materials and work- 
manship. 


It’s this combination of cleverness and 
quality that makes Mengel Playthings sales 
leaders in America’s finest stores. Put them 
in your stock and watch them walk off the 
floor—and as they hurry out they leave you 
a mighty interesting margin of profit. 


Make a note to visit the Mengel Display, 
or, if you are not coming to the Fair, write 
for a copy of our catalog. 


THE MENGEL COMPANY 


Incorporated 
Louisville, Kentucky 
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Hyatt Roller Bearings 


in Lawn Mowers Mean | 


Easier Sales For You 


T is easier to sell a customer a lawn-mower that is Hyatt 
roller bearing equipped, for this type of bearing offers 
features that customers appreciate. 





Hyatt bearings eliminate noise and clattering. They prac- 
tically eliminate friction and wear and they assure easy 
running, true cutting and trouble proof performance. 


Use these points in your sales talk—handle those mowers 
that are equipped with this type of bearing—it will mean 
satisfied customers and greater profits. 


The following manufacturers of better mowers equip 
them with Hyatt roller bearings. It will pay you to 
handle a product so equipped. 


“HERCULES” 
Blair Manufacturing Co., Springfield, Mass. 


“HIGH WHEEL IMPFRIAL”-—“NEWBURGH” 
Coldwell Lawn-Mower Co., Newburgh, N. Y. 


“ROLLER MOWER” 
Pennsylvania Lawn-Mower Co., Philadelphia, Pa. 


“LAWN-VAC” 
Lawn Vac Co., Sacramento, Cal. 


“IDEAL” PUTTING GREEN MOWER 
Ideal Power Lawn-Mower Co., Lansing, Mich. 


YATT 


ROLLER BEARINGS 
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The Hyatt roller bearings used 
in the wheels and reels of lawn 
mowers are the same type found 
in the majority of the best auto- 
mobiles, impiements and induse 
trial equipment. 
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When it comes to chain 
remember the one word, “ACCO” 


That is all you will ever need todo—the manufacturers of chain. ‘‘ACCO”’ Chain 
““ACCO” line covers all styles and sizes is in use in every country on the globe 
of chain for every possible chain use—in and on ships on all of the seven seas! 
bulk or as chain specialties. con 


ow Ask your jobber’s salesman to tell you 
We know how to make chain that can about the profitable ““ACCO” Specialties 
be depended upon—whether ship’s anchor you should carry—items for the home, 
chain or sash chain! For a long period the farm, for business. By stocking the 
of years our output has grown steadily— ‘ACCO” line you can quickly build up 
we have long been the world’s largest <@ a profitable chain department. 


AMERICAN CHAIN COMPANY, Incorporated 


Bridgeport Connecticut 


In Canada: DOMINION CHAIN a Pmopuct oF THE CO., Limited, Niagara Falls, Ontario 
District Sales Offices: Boston, Chicago, New  CHAINCoMPANY.c York, Philadelphia, Pittsburgh, San Francisco 


in busimess 
World’s Largest Manufacturers of Welded | © voursalty and Weldless Chains for all Purposes 


“ACCO” CHAIN SPECIALTIES 


Made by the makers of the famous 


WEED TIRE CHAINS vy 
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Junior MECHANIC , 


SAW 


Increase Your Saw Sales 


Let us help you sell this saw 
to Scouts and other boys in 
your town. 


Profits for You 


A big opportunity for saw 

sales is in every town 

among the boys who #f ~~ @ Sie 

love to work with {fF = 3) “= 3 This 
fine tools. . =o - Plan 


Your Big Chance See es Rs ss Place a stock or- 


der for a dozen or 
more Atkins Junior 
Mechanic Saws. Send 
trade and we us lists of Scouts and boy 
will help mechanics which you can 
you get ##=-— =e s | obtain from manual training 
the busi- — schools and_ other SOUICES. 
ness. | BS ee. ao Send these lists to us at Indian- 
- on apolis and we will write letters, 
— enclosing imprinted literature with 

your name to each prospect. 


Take Advantage of This Offer 


We want to cooperate with you and will welcome 
an opportunity to put strong direct advertising 
efforts back of your saw sales. 

Specifications of Junior Mechanic Saw: 20 inches 
long, 9 points, straight or skew back, taper ground, 
highly polished; handle mission stained, full carved, 
attached to blade with nickeled screws and medallion 


This is the time 
of the year to 
go after this 


E. C. ATKINS & COMPANY 


Established 1857 “THE SILVER STEEL SAW PEOPLE” 
Home Office and Factory: INDIANAPOLIS, U. S. A. 
Canadian Factory: Hamilton, Ont., Can. 
BRANCH HOUSES 
Atlanta Memphis New Orleans Portland Seattle Paris, France 
Chicago Minneapolis New York San Francisco Vancouver, B. C., 
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239 West 39th Street, New York City 





Contents 


Trade Winds By Llew S. Soule 39 

About Stocking New Items By E. M. Metcalfe 40 
Containing some practical advice on stock selection. 

Tabloid Success Stories on Paint Merchandising 42 


What others have done with this profit making line you can 
do too as you will agree when you have read the experi- 
ence of other merchants. 


You Can’t Get Good Clerks; You Must Make Them 


By Frank Mappes 44 
Education of a Hardware Clerk 45 
Combining Sales Appeal and Artistic Merit 46 
Get a Kick Out of Your Job By Walter Harlan 49 
“Per” By Saunders Norvell 50 


Personal Inventory Urged at Western Retail Meeting 52 
Taking the Headache and Time Out of the Income Tax 54 
Two Ways of Selling More Per Customer 


By Bruce F. Richards 56 
Buy at the Store and Not at the Door 
By H. W. Geller 59 


Collecting from the Slow-to-Pay By H. L. Allen 82 
How to Get the Right Amount of Light Where You 


Want it By R. L. Zahour 84 
DEPARTMENTS 
Current News of the Trade 60 
Washington Information 63 
Coming Hardware Conventions 78 

















BRANCH OFFICES 


Chicago, 1507 Otis Building; Pittsburgh, 1002 Park Building; Boston, 425 
Park Square Building; Philadelphia, 1402 Widener Building: Cleveland, 
539 Guardian Building; Cincinnati, 904 First National Bank Building: 
Detroit, Basso Building, 7338 Woodward Ave.; San Francisco, 320 Market 
Street; London, England, 11 Haymarket, S. W. 1. 


SUBSCRIPTION Prices—United States, its possessions, Canada, Mexico, 
Central America, South America, Spain and its colonies, 1 year, $3.00; 
2 years, $4.00. Foreign countries, not taking domestic rates, 1 year, $6.00. 
Single copies, 25c. each. Subscription remittance should be made by 
Check, Post Office Money Order, Express Money Order or Bank Drafts, 
payable to HARDWARE AGE, New York. 
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It’s Up to You! 


N this issue of HARDWaRE AGE you 
will find a great deal of practical 
information which can be trans- 

lated into dollars and cents if you will 
apply but a small part of it to your 
business. Take, for example, Mr. 
Metcalfe’s article on “Stocking New 
Items” or our “Tabloid Success Sto- 
ries,” dealing with the experiences of 
hardware merchants in stimulating 
paint sales, or Bruce F. Richards’ sug- 
gestions for increasing your business 
through “Selling More per Customer 
and to More Customers.” These and 
the numerous other articles in this 
issue are printed for YOUR benefit, 
but they can only be as valuable to 
you as you make them. It’s Up To 
You! 





About 
Hardware Age 


“TIT am now retired from the hardware 
business and live on and operate a fine 
300 acre farm on the National Road in 
Eastern Ohio, but I still take HARDWARE 
AGE aS a part of my ‘ration’—Soule, 
Norvell—and some select side dishes. May 
you live long and prosper.” 

(Signed) L. E. CARLISLE, 
Salesville, Ohio. 


“IT consider my subscription to Harp- 
WARE AGE one of the best little invest- 
ments I have made in recent years. I 
enjoy reading it very much and take ad- 
vantage of the many helpful suggestions 
it contains.”’ 

(Signed) HARRY MAHLER, 
East Orange, N. J. 


“We wouldn’t be without HARDWARE 
AGE for double the money.” 
(Signed) GEARY HARDWARE CoO., 
San Francisco, Cal. 
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Reproduced from a McKinney Saturday Evening Post advertisement 


Fro the utility viewpoint, McKinney hinges 
have long been recognized as outstanding. 
Through the medium of The Saturday Evening 
Post, House & Garden and House Beautiful 
advertising the fact of their beauty and at- 
tractiveness is joined to utility. The combi- 


nation is irresistible. 


McKINNEY MANUFACTURING COMPANY 
PITTSBURGH, PA. 
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_lrade Wind. 


the bulletin of the New York 

Pr cress Men’s Association Mr. Orrin 

C. Lester, assistant vice-president 

of the Bowery Savings Bank, New York 

City, has this to say on the “Install- 
ment” question. 

“Installment buying has reached such 
proportions in recent years im this coun- 
try that it has become the accepted 
rather than the exceptional method of 
doing business. Competitive buying 

among people of moderate 
A Sidelight Means has become a fash- 

ionable American game, 
on Install- in which one family tries 
ment Selling to outdo the other, with- 

out thought of its ultimate 
influence upon their permanent welfare. 
Let me make it clear here that I do not 
condemn all forms of installment buy- 
ing. My principle is this—and I would 
like the readers of this magazine to 
analyze it and put it to the test: That 
on the average it is better never to go 
into debt for anything that will depre- 
ciate in value, unless it will save the 
purchasers money or labor in the oper- 
ation of their business or their home. 
Things which will save labor or money 
in the operation of a business or a home 
include such items as a washing ma- 
chine, a vacuum cleaner, an automobile 
truck for business purposes, etc. When 
this principle is thought out to its log- 
ical conclusion, I believe that every dis- 
interested party will accept it as funda- 
mentally sound.” 

Undoubtedly Mr. Lester’s assertion 
is basically sound. To boost the indis- 
criminate buying and selling of mer- 
chandise on an installment basis is 
economically unwise. However, it is 
equally unwise to condemn all install- 
ment buying or selling—to take the at- 


ler 3 beri le 


titude that all such transactions are 
wrong. 

Whenever an installment sale will 
benefit the purchaser through a saving 
in labor, money, health, or in the oper- 
ation of his or her business, and the 
regular payments can be met through 
the budgeting of expenses, then that 
sale is economically sound and worth 
while. We are willing to go further. 

If a person’s income is such as to 
justify the ownership of items for com- 
fort or pleasure, there is no logical rea- 
son why he should not purchase those 
items on a payment basis if he desires. 
Neither is there any logical reason why 
the merchant whose business is financed 
to handle such transactions, should not 
sell him those items. 

It is only a matter of the merchant 
using good common sense, not alone in 
his own selling, but in advice to those 
in his trade territory. 

Indiscriminate use of the installment 
method can do great harm—it is al- 
ready doing harm—but installment sell- 
ing of the right kind, on merchandise of 
the right kind, has a perfectly legiti- 
mate and useful place in modern mer- 
chandising. 





FEW weeks ago I took a motor 

bus ride through a part of New 

England. We passed through coun- 

try sections, numerous small villages 

and towns. I couldn’t help but notice 

the great number of well 

Spatters Painted houses and barns. 

Seem, tien Some of those villages al- 

. most lived up to the repu- 
Paint Brush tation of Spotless Town. 

It was no surprise, there- 

fore, to find hardware merchants in 
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that section doing a wonderful paint 
business, and likewise building heavy 
sales volumes in other lines. Those well 
painted buildings were “sure signs” of 
progressive merchandising. 

Paint is the dress suit of the modern 
building. With a new gloss and a few 
well placed stripes the forty-year-old 
mansion lines up with the latest product 
of the builder’s art. It’s like a well made 
wig on a bald pate, protecting while it 
adorns. Verily, the dwelling which at- 
tempts to pull through the New Eng- 
land winter without a fresh coat of 
paint is in a class with the Broadway 
flapper who endeavors to pass muster 
with a skirt of the 1913 vintage. It 
simply isn’t done. 


But—joking aside—paint is a real 
example of safety first. It preserves 
the wood, keeps out the moisture and 
improves the appearance of any struc- 
ture. Many a real estate dealer (now 
known as Realtor) has cleaned up an 
extra thousand on a deal through a 
hundred dollar investment in _ paint. 
Likewise, many a hardware merchant 
has profited by stirring the latest 
“Paint Up and Clean Up” desires of his 
community. However, selling paint is 
like selling insurance. Every house- 
holder knows his needs, but attempts to 
sidetrack the cost. Paint business to be 
profitable must be gone after, culti- 
vated. It isn’t the type that comes to 
him who waits. If those New England 
dealers had adopted a policy of watch- 
ful waiting, those spotless towns would 
be unpainted, and I wouldn’t be writing 
this effusion. As a friend of mine re- 
marked at a luncheon recently, “There 
are too darn many waiters and too 
few cooks.” 
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About Stocking New Items 


How Many Brands Are Necessary? How Many Sizes? What Shall Be 
Dropped? Is It Accepted by Public? Is the Maker Reliable? These 
Are Some of Questions That Must Be Answered. 


By E. M. Metcalfe 


OW many brands of paints, house furnishings, 
H tools, cutlery, etc., shall I stock? 
How shall I select my lines from among all 
the good ones? 

How many brands of each article is it necessary 
for me to have on hand? I am not alone in asking 
this question and in trying to answer it. 

Maybe I haven’t found the best answer to the prob- 
lem but I have found an answer. I have worked my 
way through this sea of doubt to a safe landing place, 
and while the problem is not yet disposed of in my 
store, I at least have a standard of selection to work 
on, and that helps. 

I cannot stock all good lines. I can stock one or 
I can stock more—as I choose. I want to sell all the 
goods I possibly can and I want to have as nearly 
as possible, exactly the goods that my customers want. 
But the hardware line in recent years has become 
complicated, so extensive, that the retailer finds it 
difficult to choose. 

All of the brands of cutlery, tools and paints have 
their own followers. Some have a greater following 
than others. Yet every neighborhood contains people 
who will buy only one brand and will patronize the 
hardware store that keeps it. 

The whole question is one of growing importance 
to the hardware trade and it is becoming increasingly 
difficult to buy. The retailer has a very heavy 
responsibility in this respect since there is no business 
in which high pressure methods are used to better 
advantage. 

I am regularly solicited by as many jobbers and 
manufacturers’ salesmen and receive as much direct 
mail as the next dealer in the trade. 


Salesman’s Influence 


Probably no more—probably no less. Most of the 
solicitations I get are honest, with honest goods be- 
hind them, with either established merit or established 
reputation, some times with both, and usually with 
a fair trade discount and liberal terms. I find among 
the salesmen of the jobbing houses and manufacturers 
staunch friends and well wishers, ready to do the 
right thing by me but eager to sell me goods at all 
times. That is their business. 

I try not to allow the salesman’s influence—his 
ability or persistency—to influence me. I admit that 
some of them present their cases better than others 
and this counts in selling me in the long run. 

But I try to close my eyes to the likability of any 





particular salesman and consider only the question as 
to whether his goods are in demand, whether they 
are especially adapted to my trade and whether his 
terms and discounts are equal to those of the other 
fellow. 

Passing on to other factors in buying, I am some- 
what interested in the amount of advertising and 
sales promotion the manufacturer or his wholesaler 
is going to do to help me sell the goods I buy, but 
I refuse to buy “advertising” in the guise of mer- 
chandise. 


It May Be a Chance 


If I am offered a new or comparatively new product, 
I never turn it down MERELY BECAUSE IT IS 
NEW. I don’t want to overlook any bets. However, 
I study every new offer from all angles and seldom 
order on the spot. I take time to consider what the 


chances are of demand among my people for the goods. 


and then act accordingly. When I do stock a new line 
I give it “both barrels” and push it to the limit of 
my resources and ability. 

In the case of new lines seeking to crowd old off 
my shelves, or old lines trying to crowd other old 
lines off my counters and stock rooms, I move very 
slowly. I am never off with the old until the new has 
proved itself a better and more profitable seller. 

The various departments of my store, as is the 
case with everyone in the trade, call for somewhat 
different buying methods, but the general principles 
I have establishd, I hold to throughout: 

(a) Select well advertised brands in the case of 
new lines, if made by reliable firms. 

(b) Check up on the movability of all lines. 

(c) In stocking a brand, I stock it complete. 

(d) Push brands that deserve it, whether they 
are in demand or not, so long as they are on my 
shelves. 

(e) Make no effort to supply all brands of any 
one article. 


Don’t Ride in the Rut! 


Most retailers today feel that when they have estab- 
lished certain brands in their communities, when their 
sales run pretty uniform, when they can hold their 
inventories in check by turning down a certain per- 
centage of customers seeking certain brands, they 
should not make any changes in stock but let well 


enough alone. 
No one can deny but what the new brands which 
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‘¢] AM free to say that I 

buy quite as much goods 
from TRADE PAPER AD- 
VERTISING and catalogues 
as I do from salesmen. Of 
course the salesmen appear 
with the same line in the 
course of time. But quite 
often I am ‘sold’ before the 
salesman calls.”’ 


are constantly being put on the market by reliable 
houses are as good—and often better—than the old 
ones and that public demand does change even with 
old, established trademarks. No retailer knows just 
how much business he may be losing by failing to 
climb on the band wagon when a new and better 
article comes along to supplant an old. 

I see to it that my stock is refreshed regularly by 
the introduction of new lines which appear to me to 
have a chance and which involve new ideas and 
improvements over the old. 

An old-fashioned stock doesn’t go in most localities 
in these progressive days. 

I am free to say that I buy quite as much goods 
from trade paper advertising and catalogs as I do 
from salesmen. Of course, the salesmen appear with 
these same lines in the course of time. But quite 
often I am “sold” before the salesman calls. 

When I stock a new brand, I make a study of it, 
from what the salesman gives me and from what 
I myself can discover in the line of selling points. 

Most of us from time to time overhear our sales- 
people, in offering a substitute, pass it out with the 
words: “Here’s something just as good.” I make it 
a rule to always tell why. Customers are suspicious 
of the “just as good’”’ phrase unless it is backed with 
some reasons. There should be no faltering; if the 
stuff IS as good, there should be no trouble in explain- 
ing convincingly why. 


“Hard Man to Sell” 


The salesmen consider me a “hard man to sell;”’ 
that is, they know that I don’t change easily from 
brand to brand; but they also know that I have no 
prejudices and that I buy strictly on a merit basis 
and from the standpoint of honesty to myself and 
my business. 
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They also know that once sold, | am with them to 
the limit. 1 plug for the lines I believe in as hard 
as any one can and I have my salesmen do the same 

Unless the retailer personally believes in a brand, he 
certainly cannot expect his customers to do so. 

I frankly admit that there is some local business 
that I am not getting because I do not carry all 
brands of every line, but the lines I do carry are 
always complete, and I feel I am serving my purpose 
in the community. 

My stock is the result of careful study of what 
the majority of my people want most of the time, and 
this is based on solid fact by reference to easily Kept 
records. 

It may be somewhat different in a metropolitan 
store, in a busy section, where there is a wider de- 
mand and a more varied one; but to every such store 
of that type we have 250 like mine—doing business 
in a locality where buying habits in my line are to 
some extent set. 

What the dealer needs to do, as | see it, is not to 
be confused by the vast number of worthy brands of 
goods being offered him daily ; to buy on facts, whether 
they may be purely facts having to do with the house 
and the pushing that may be behind the brand or 
facts of simple merit and a hunch that the new brand 
will win friends or is winning friends and buyers. 

There are some over-enthusiasts among us, just as 
there are “moss backs’ who never seem willing to 
offer something new and better to their customers, 
but who are willing to ride along in a rut. 

Once you stock a brand through its merit or the 
merit of its presentation to the public, get behind 
and put it over. 

Don’t switch brands and lines from month to month 
—that is a ruinous policy. 
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The Canton Hardware Co., of Canton Ohio, has developed its paint and brush sales to very satisfactory proportions 
through the use of proper selling and merchandising methods. Brushes, it will be noted, are displayed on tables 
where they are accessible to display and handling. 


Tabloid Success Stories on Paint 
Merchandising 


$15,000 Yearly in Paint Sales 


N a little over five years the Robinson-Gardner 
| Hardware Co., Pueblo, Colo., has built up its 

paint department to the point that it now does 
an annual volume of about $15,000. According to H. 
E. Robinson, one of the owners of the store, it is one 
of the most profitable departments in the house. That 
it is possible for the hardware store to speed up its 
paint turnover rate considerably is proved by this 
store, too, for this annual volume of $15,000 is done 
on an investment of $1,200 to $1,500. 

The experience of this Colorado store teaches a 
number of interesting facts about the sale of paints. 
Perhaps the most important of all is that hardware 
merchants can easily overlook their most profitable 
source of sales in a too concentrated effort to sell the 
big painters in their trade territory. Robinson-Gard- 
ner Hardware Company has discovered that women 
are the most important of all potential buyers of 
house and interior paints; and without excessive ef- 
fort, the store has interested women in its paint stock 
to the extent that they now buy between 65 and 75 
per cent of all the paints sold in the department. The 
store has developed this women patronage partly in 
self defence, partly because the owners believed that 
in the long run there was more profit and a better 


future in the numerous small buyers of paint than 
in the few big buyers. 





How Erlenborn Stimulates Paint Sales 


CCORDING to Fred P. Erlenborn, vice-president 
A and general manager of the Soedler Hardware 
Co., La Salle, Ill., the paint business in a hardware 
store can be made just what you want it to be. He 
claims that there is no other line that responds so 
readily to aggressive selling methods as paint, and 
certainly his own experience gives him license to 
speak with authority on the subject. 

Four years ago, when he first took charge of the 
store, no paint at all was handled, but almost im- 
mediately Mr. Erlenborn started a paint department, 
which last year did over a $30,000 business. Each 
spring for the past three years he has placed a single 
order with manufacturers for a full carload of mixed 
paints, and for the past two years he has also bought 
white lead by the car. This spring he bought $1,500 
worth of brushes in one order. 

While the average stock carried runs approximately 
$8,000, and includes everything in the paint, varnish 
and accessory lines, it is really simplified to a remark- 
able degree. Only one line of each item is carried, 
and in the case of the mixed paints and varnishes only 
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the best qualities are considered. Mr. Erlenborn says 
that he doesn’t believe he loses sales through not 
carrying a range of grades, and he knows that he has 
gained sales by being able to guarantee his merchan- 
dise unqualifiedly. A fair idea of the completeness 
of his stock may be gained through the fact that his 
brush line ranges in selling price from 10 cents to 
$13.50. 

The stock of paint and varnish is carried on a series 
of pyramid display racks arranged down one side of 
the main aisle of the store. 





Proper Location for Paint Department 


NHE proper position for the paint department is 

a much discussed problem, and while the big 
majority of dealers keep their paint stocks to the 
rear of the store, more recently hardware men are 
finding that a location farther forward coupled with 
a little display effort greatly increases sales. 

In the store of E. M. Whitfield, at Sioux Falls, 
S. D., the paint department is located about in the 
center and the varnishes are carried on a low table 
directly in front of it. The entire varnish line will 
average only about a $150 inventory, but due to the 
attractive display, last year’s sales were over $1,300. 
The varnish cans are piled at the back of the table 
on a two shelf arrangement, while at the front is a 
brush display and color cards, protected from the dirt 
by plate glass. 





Turns $5.000 Paint Stock 4 Times a Year 


AINT is a line that in many respects sells itself. 

But the best line of paints and varnishes in the 
world wouldn’t sell itself very long without something 
in the way of human sales initiative behind it, as may 
be demonstrated any day of the week in any number 
of towns and cities throughout the country. 

The United Hardware and Implement Co., Dinuba, 
Cal., is a notable example of what human sales in- 
itiative can do with a good paint line in a small sized 
city. The firm carries a stock of paints and varnishes 
that averages between $4,000 and $5,000, which it 
turns over four times a year. 





Turning a $6,000 Paint Stock 4 Times 


Yearly 


EMONSTRATIONS, special sales, consistent 
newspaper advertising, a complete line of mer- 
chandise and clerks who know what they are selling 
and what will give the best service under given con- 
ditions, are all contributing causes which make pos- 
sible an annual stock turn of four to five times with 
a paint stock valued at $6,000 in the store of Chas. 
Brown & Sons, 871 Market Street, San Francisco, Cal. 
One of the features about Chas. Brown & Sons’ 
paint stock is that it is well and compactly arranged 
in the store and always on display. And the line is 
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never allowed to get sluggish. When paint sales are 
not as brisk as they should be, something is done to 
stimulate interest. Sometimes it may be a special fac- 
tory demonstration of paint and varnish in the store 
or in the store window. At other times it may be a 
special sale of some particular kind or color. Seasonal 
sales and changes are taken advantage of to increase 
paint sales. For instance, every fall special adver- 
tising, window displays and sales talks are provided 
in order to arouse interest on the part of the public 
in painting the exterior of houses and garages before 
the winter rains set it, late in October. 





“Service” Is Secret of Van Cor’s Paint 
Success 


ONSISTENT service, backed up by rigid ad- 

herence to basic principles of retail selling, ex- 
plain the success of the basement paint department 
conducted by the Fitchburg Hardware Co. in Fitch- 
burg, Mass. F. C. Van Cor, manager of the paint 
department, has been with the company for thirteen 
years in that capacity. He didn’t exactly explain the 
department’s progress as being due to consistent ser- 
vice and rigid adherénce to retail selling principles, 
but the factors he did give may readily be summed 
up in that way. 

“We handle only one standard line of high grade 
paints,” he began. ‘‘This same line was handled be- 
fore my connection with the company. This line and 
this house are closely associated in the minds of 
Fitchburg people. One line of paint has perhaps lost 
a few sales for us, but this silght disadvantage is 
more than offset by the reduced stock investment; the 
lower overhead cést of restocking and of checking 
stock; and by the priceless value of being able to 
really and truly study one line, its merits, particular 
uses and general sales points. 

“We always ask the buyer how he intends to use 
the paint. Frequently house paint is requested when 
an inside flat paint is required. It is essential that 
the merchant consider this point. Should the cus- 
tomer through his own fault buy the wrong kind of 
paint and the job not come up to his expectations, the 
line of paint and the hardwafe merchant who sells it 
will suffer. He probably won’t realize the fault. He 
will cut that line of paint and that hardware store 
off his buying list. 

“Using the proper brush is also vitally important, 
particularly for the average houseowner doing his 
own painting. The best paint in the world may fall 
down if an inferior or unsuited brush is used. It is 
our duty to see that each customer gets the proper 
paint and a good suitable brush. With these two fac- 
tors and ordinary care in the actual painting, satis- 
factory results are assured. A satisfactory painting 
job becomes an everlasting advertisement for our paint 
department and for the store at large. 

“Literature from the manufacturers will give the 
dealer helpful information to use when selling paint. 
Add to this some personal experience with painting 
at home, and he has a firm foundation on which to 
build a good profitable paint trade.” 
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“Vou Can’t Get Good Clerks; 
You Must Make Them” 


—Frank Mappes 


Hiring the Other Man’s Star Is Not Nearly so Good as Creating Your Own 
—Succession in Jobs and Store Meetings Are Big Factors 


HY can’t we get good clerks? is the most 

\ \ frequent question asked me, so that I feel 

impelled to come back with the question: 

“What is a good clerk?” 

That would be a harder one to answer than the 
first, because no two people could agree on the exact 
type of a good clerk owing to the difference in per- 
sonalities of “master and man.” 

It really amounts to but one thing and that is: to 
what degree does the man reflect the master and 
subject himself to the master’s will? 

I know of many cases where a merchant hired a 
star salesman away from a competitor and was woe- 
fully disappointed. This is due to the difference in 
temperament and the false value placed upon himself 
by the clerk because of the fact that he was sought 
out or selected. 

Nothing will demoralize a man more than being 
approached in this manner, even if his present em- 
ployer meets the ante and retains his service. 


Loyalty Is Measure 


The value of an employee can only be measured by 
his loyalty to his employer and his willingness to carry 
out his instructions to the letter. He might be a 
whirlwind of a go-getter, but if his loyalty is not 
100 per cent it impairs his value to the business. 
A plodder who is always willing to do what he is told 
or finds something to do is much more valuable than 
one who is more proficient, but less willing. 

A clerk in a hardware store recently asked me what 
was the most valuable single attribute he could have 
as an employee. To this I answered “LOYALTY.” 

This one thing, is what in my opinion, is the most 
valuable asset to a store. When an employee comes 
to me asking for a raise in salary, using as a club 
“IT have an offer,” I invariably advise him to take it 
because I will not accept another man’s valuation of 
the employee’s services. It is purely a question of 
judgment or trader’s instinct, if you like. It is my 
invariable rule, however, to place equitable value on 
such services for which I insist on equal returns. 

A carpenter contractor a short time ago complained 
to me about his inability to hire competent workmen, 
as he made a specialty of only high grade work. He 
attributed this lack to the disclination to properly 
train young men, no one taking time to teach, but 
let them like “Topsy” just grow. 

Can we let them “just grow” or expect the other 
fellow to cultivate them, and when they are ripe to 


“just pluck them”? How about cultivating them 


ourselves? 
Method of Promotion 


It is my invariable rule to hire young chaps of 
promise and put them through a course of training 
by attaching one to the one immediately preceding 
him. In this manner, providing steps for advance- 
ment which in each case carries with it a certain 
salary. Each one advances only as fast as his suc- 
cessor is able to handle the job. 

The process of evolution is carried all along the 
line. When a vacancy occurs it is always filled by 
the one next in line. This encourages the junior to 
study the job next in line and familiarize himself 
with the duties involved. 

This method of civil service enables me to keep my 
force evenly balanced and intact at all times, and 
when a vacancy occurs there is no flurry or excitement, 
everything goes on as before. Some will say, “Oh 
that’s all right where you have a large force, but how 
could you carry out that plan with only a small one?” 


A Two-Man Plant 


Did not Robinson Crusoe have a man whom he 
named Friday? Every one should have a “Friday” 
or understudy, even a two-man organization. Try 
pairing in this manner and see how it works. You 
will be surprised how the work meshes perfectly in 
your organization, each job overlapping, because every 
one except the boss is an understudy for some one 
ahead and the boss himself is studying and preparing 
himself to always keep a step or two ahead. 

Isn’t it the complacent, self-satisfied individual who 
knows it all that usually howls and squawks the loudest 
about his inability to get good clerks? Let him exert 
himself a little to train a few, then his question will 
no longer be necessary. 

You can’t get good clerks, you must make them. 

We must find a substitute for the old-fashioned 
apprentice system. This day and age will not stand 
for it. Progress in human affairs today demands much 
of individuals, but they are only able to cope with 
the problems when organized into groups, because this 
is a day of collectivism in every stratum of human 
endeavor. 

Store Meetings 

A big factor in store organization is a get together 

meeting at regular: intervals, once each month or 
(Continued on page 89) 
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Edueation’ of a Hardware Clerk 


Mr. LLEwW S. SOULE, 
Editor HARDWARE AGE, 
New York, N. Y. 


HE first job I ever had—I had to find out every- 

thing for myself. It was in a combined hard- 

ware and plumbing business and the manager 

of the hardware department knew his hardware and 

knew it well; but he didn’t encourage competition and 

never imparted information to others in his employ 
unless absolutely necessary to speed up an order. 

We did quite a large contract business in builder’s 
hardware, all the details of which the manager kept 
strictly to himself, and in this he even excelled him- 
self—everything pertaining thereto was under lock 
and key, contracts, estimates, plans, etc., and no one 
else in the place ever got a look-see. In consequence, 
whenever a builder came in for information of any 
sort about a particular contract, he was simply out of 
luck and had to wait for the manager’s return or 
come again. The big boss used to say: 

“T don’t know why it is, but when Mr. Cook is out, 
nobody seems to know anything!” 

One day, having heard this once too often, and 
feeling a little bit more chipper than usual, I up and 
told the boss—why nobody knew anything, and he, 
being a fair and square business man—saw the light. 
After that the contract data was left open to inspec- 
tion and things ran along a bit smoother, but the 
manager held to his general principle of not “telling 
hardware tales” if he didn’t have to. 

Strange to say my little talk with the boss had no 
effect on the manager’s treatment of me and in time 
we grew to be great friends, but, for all that, what 
I picked up about hardware in that store—I had to 
dig for, and dig hard. 

I used to study everything in sight, opening all 
drawers and boxes and inspecting goods and labels 
until I had been all over the place and knew every 
nook and corner and its contents, supplementing all 
this by the perusal of hardware catalogs at night 
while at home. In this way I acquired quite a miscel- 
laneous hardware knowledge; but have always re- 
gretted that the manager did not take an interest in 
imparting what he knew, as I am sure that my job 
of learning could have been much simplified and 
speeded up—to the real benefit of the business. 

When I left this place, I went to work for a retail 
hardware firm in New York City. There we had two 
partners in the business, a junior and a senior, and 
when I had my first interview with them relative to 
my position, the senior said, “There’s one thing that 
we always insist upon—we won’t have a clerk in the 
place that drinks!” I told him, “He need have no 
worries about me on that score”; but I hadn’t been 
in the place two hours on my first morning on the job 
before the junior asked me to step next-door with him 
for a “bracer,” and to tell the truth, in the days to 
come, I had many more with him of the same kind. 

At first this “falling away” from the senior’s ad- 


~ vice on clerkly conduct used to prick my conscience 


a little; but, later on, when I came to know Lim bet- 
ter, I found out that he, too, was of the “initiated.” 

Then, again, I discovered their head clerk, a very 
bright man under normal conditions, was a “‘boozer” 
of the lowest type, often sleeping “it” off in one of the 
firm’s coal bins—a fact of which they were well aware, 
but winked at on account of his extreme shrewdness 
in dealing with a certain class of customers, and they 
would have kept on “winking” if—he hadn’t one day 
tried to work off a portion of this same business 
ability on the “home” office. Then they fired him. 

And after they had fired him—they hounded him 
out of one job after another, until he left the city— 
he knew too much. 

There was another clerk in this same establishment, 
a very likable chap who thoroughly understood his 
business, but was a bit backward in appreciating his 
own worth. I said to the junior one day: 

“Why don’t you pay Jima little more money; he’s 
worth it, isn’t he?” 

“Sure,” he answered, “he’s worth lots more, but 
as long as he’s satisfied with what he gets—why in- 
crease the amount?” 

A fine, liberal principle upon. which. to rear a 
competent clerk in any line of business—I; should 
say not! 

And — when it came to the question of education — 
this store was no better than the first one I -worked 
for—if the clerks increased their knowledge of hard- 
ware, they got it by the personal endeavor and not 
through the medium of a helping hand extended by 
either one of the bosses. I was in the employ of 
this firm for several years, learning more about the 
complicated business of hardware every day; but al- 
ways through my own initiative. 

I might go on indefinitely, giving example after 
example of this same kind; but they all lead up to the 
same vital point in the question of educating the 
hardware clerk. 

As it takes two to make a bargain—it takes two 
to make a hardware salesman-— one clerk and one 
boss. A clerk willing to learn and a boss just as 
willing to instruct, and if there’s anything in either 
one of them, the product will be something of worth 
to the business, whatever it is. 

Some clerks are hopeless, I must admit; but some 
bosses are hopeless, too, and all I can say is—the Lord 
help ’em. You hardware bosses, if you want to cre- 
ate a fine large family of valuable and useful citizens 
behind the counter—tell ’em all you know about your 
business and hammer it in. A nail isn’t of much use 
without a hammer, nor a hammer without a nail— 
it takes the two in combination before there can ever 
be any real driving. Like master, like man—like man, 
like master! 

I almost forgot to mention, that the head clerk’s 
example cured me of the “bracer” habit, and for 
keeps. WILLIAM LUDLUM. 
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Combining Sales Appeal and 
Artistic Merit 


Fall Hunting Displays That Won Winchester Awards 


























ture of the large number of photographs sub- 

nitted in the 1925 Fall Hunting Window Dis- 
piay, held from Aug. 15 to Nov. 15, under the aus- 
pices of the Winchester Repeating Arms Co., New 
Haven, Conn. The contest developed some very in- 
teresting displays, which not only possessed a strong 
sales appeal but real artistic merit as well. 

The winner of the first award of $100 was the 
William H. Fox Co. of Warsaw Street and Wells 
Avenue, Cincinnati, Ohio. 

The Fox Company display, a very effective han- 
dling with simplicity as a dominant note, carried off 
first award in Class A, open to cities of over 50,000 
and also the super-prize for the best display regard- 
less of class. 

The Fox Company display, however, excellent as 
it was, by no means was in a class by itself. It had 
for a close second in the unanimous opinion of the 
judges a very distinctive and different display by the 
Mabie-Lowrey Co. of Roswell, N. M., which won high- 
est award in Class C. In addition there were many 


‘ N unusually high average of quality was a fea- 











) HE Super Award and 
‘ First Award in Class 
A of the Winchester Fall 
Hunting Window Display 
Contest went to the Wm. 
H. Fox Co., of Cincinnati, 
Ohio, for this splendid 
display, which reveals 
effective grouping with 
simplicity as the domi- 
nant note. 


other displays of excellent value and attractiveness 
from which the judges were called upon to choose, 
which seemed to exemplify best the things which 
make a sporting goods window most effective. 

The winner of the first award in Class B was the 
Keckonen Hardware Co. of Calumet, Mich., and in 
Class D, Howard A. Weaver of Montoursville, Pa. 

That dealers of the smaller towns are inclined to 
give much attention and thought to their sporting 
goods window displays is indicated both by the num- 
ber and high average quality of the displays sub- 
mitted particularly in Class C, which included deal- 
ers in towns ranging in population from 2500 to 
10,000. 

This class disclosed by a considerable margin the 
largest number of entries of any of the four classes 
and also, in the opinion of the judges, a remarkably 
high degree of merit that was sustained in most of 
the window displays submitted in this class. 

The general average of the windows, both in dis- 
play merit and sales power, seem distinctly above the 
general run of window displays made in the sport- 
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The Keckonen Hardware Co., of Calumet, Mich., captured the First Award of $100 in Class B for this striking 
display. 


ing goods field a few years ago. Evidence of a great- 
er appreciation of the value of display windows and 
of their power to increase sales as well as a wider 
diffusion of ideas on effective display work is shown 
throughout the contest. 

Another interesting feature of the 1925 Winches- 


In Class C, the First Award of $100 went to Mabie-Lowrey Hardware Co., Roswell, N. Mex. 


ter contest is the widespread distribution of the 
stores represented. This is reflected notably in the 
fact that no fewer than twenty-three different States 
are represented in the distribution of the forty-four 
awards. They range from New England to the Pa- 
cific Coast and from Minnesota to Texas, indicating 








This window possesses 


a strong sales appe.l without sacrifice of simplicity. 
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Howard A. Weaver, of Montoursville, Pa., was the winner in Class D. It will be noted that a large amount of 
merchandise is shown without any impression of crowding. 


that there is no sectional monopoly of window dis- - prize, se ni Ee g etre Deepen. oe C. nia 
—~- : . 4th prize, 10.00—Wilson Hardware Co., Boulder, Colo. 
play inte rest and effectiveness. 5th prize, 10.00—J. E. Sowle, Gloversville, N. Y. 
| Judging the Winchester contest was done by three 5.00—Jere Woodring & Co., Hazleton, Pa. 
men who are recognized as experts in their field and . <a a aararene rp York, oo ¥ 
as authorities on window displays, especially in hard- ait ot 5.00Frank Serie Hidare Ca Wauke: 


| ware and sporting goods lines. The judges were 
| Roy Soule, editor of Hardware Dealers’ Magazine; 
Llew Soule, editor of HARDWARE AGE; W. I. Shugg, 


‘gan, Hil. ~ . 
. ..5.00—The Sport Shop,-Butler, Pa. 
5:00—Ralis Hardware Co., Gadsden, Ala. 


vice-president of the Atlantic Lithographic and | CLASS G 

Printing Co. of New York who, as an advertising ist prize, a cet "YS Hardware Co., Roswell, 
man, has had . hand in conducting some of the 2nd prize, 50.00—Edwin C. Leahy, Gouverneur, N. Y. 
largest, advertising contests held in this country. 3rd prize, 25.00—George W. Stewart Hardware Co., 


Washington, Iowa. 
4th prize, 10.00—Plunkett Hardware & Furniture Co., 
Red Lodge, Mont. 


A complete list of the Winchester awards follows: 


Winners in Winchester 1925 Fall Hunting 5th prize, 10.00—Indianola Hardware Co., Indianola, 
. . Iowa. 

Display Contest 5.00—J. W. Zarfoss, Elizabethtown, Pa. 

Super Prize, $100.00—Wm. H. Fox, Cincinnati, Ohio. Sued Ge tose een tocar: tg 


5. wea ged Hardware Co., Huntsville, 


CLASS A A 
lst prize, $100.00—William H. Fox Co., Cincinnati, Ohio. D. Te ee & Robinson, Nor- 
2nd prize, 50.00—Boston Store, Milwaukee, Wis. 5 00_U aaa Hard & Suvvly Co.. Tit 
3rd prize, 25.00—Steele Hardware Co., Wichita, Kan. = vill 9g ware upply Uo., Litus- 
4th prize, 10.00—John G. Oom, Grand Rapids, Mich. Vanes oe 
5th prize, 10.00—Crooker & Ogden, Binghamton, N. Y. CLASS D 
amie = Hardware Co., West Duluth, Ist prize, $100.00—Howard A. Weaver, Montoursville, Pa. 
; 5.00—The Emporium, Fort Wayne, Ind. 2nd prize, eed ~<a Hardware Co., Cass Lake, 
inn. ) 
7 ae ea, Soveng hte css am ~. — 3rd prize, 25.00—J. pan gy Hardware Co., Williams- 
Tex : urg, lowa. 
- 1 4th prize, 10.00—W. W. Goff & Co., Forest Grove, Ore. 
5.00—M. A. Tappe, South Tacoma, Wash. 5th prize, 10.00—E. R. Adams, New Rochford, N. D. 
CLASS B 5.00—L. F. Lewis Co., West Liberty, Iowa. 
‘ 5.00—Atwood Store Corp., Chatham, Mass. 
lst prize, $100. 00—Keckonen Hardware Co., Calumet, 5.00—R. F. Hegert, Hartington, Neb. 
Mich. 5.00—William S. Watts, Hawley, Pa 
2nd prize, 50.00—London-Kirkpatrick Hardware Co., 5.00—E. H. McGowan, West Branch, Mich. 


Johnson City, Tenn. 5.00—Harris Bros. Co., Chagrin Falls, Ohio. 
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Get a KICK 
Out of Your 
JOB 


(One way or another) 


(Written for Your Employees— 
Pass It Along) 


world today. Nearly all of us are working for 

somebody else. In every day life 95 per cent 
of us must take orders, and that doesn’t mean getting 
the name on the well known dotted line. Nearly 
every one resents the idea of being “hired out.” 
That resentment does more to keep us from succeed- 
ing than probably any other one thing. 

I know this isn’t a very pleasant subject to handle; 
nobody likes to be rubbed the wrong way, to be re- 
minded that he is an “under dog.” That is the very 
reason the average man stays in a rut; he will not 
face the music by analyzing himself, his shortcom- 
ings. But when a man cannot any longer take a 
good raking over the coals he’s about done for. 

I am one of the under dogs, for I, too, am hired 
out. I get my orders from your boss. He pays my 
salary. We have a lot.in common, you and I.° Be- 
ing a bit older and more experienced than most of 
you, maybe you won’t mind reading and applying one 
of the secrets I have discovered. I believe it is the 
most important one thing an employed man has to 
learn. 


[ivoria are very few bosses in the business 


Get a Kick Out of Your Job 


No matter whether you are a $10 a week clerk or 
a high salaried department head, the biggest thing, 
the most important thing, is to get a kick out of your 
job. For a window washer who gets a real thrill out 
of making the old plate glass window shine as it 
never shone before is no longer a window washer, 
but an artist. No, that isn’t stretching it. The 
boss sees that window washer do his menial task 
well, better than any other window washer; he 
chuckles to himself to see the lad pride himself on 
that window glass; there’s another man in the store 
making more money, but not doing his job so well; 
“presto, change.” The window washer becomes the 
higher priced man. (By way of parenthesis, the 
man whose place is taken becomes a belly-acher.) 

Maybe you are a typist. What chance have you 
to get a thrill out of your job? What about those 
letters the boss signs? Suppose you take a little 
more pride; see to it that each one is better balanced, 
neater and more perfect. Do you imagine his smile 
of satisfaction at the improvement, or your own self- 
pride will be your only..reward? You study your 
job, study letter writing; you learn to think. Pretty 





Walter Harlan 
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HIS inspirational message 

was written by Walter 
Harlan, Secretary of the 
Southwestern Retail Hard- 
ware and Implement Associ- 
ation, for the benefit of the 
members, with the suggestion 
that they pass it to their em- 
ployees. 

There is such a real imper- 
sonal message in Mr. Harlan’s 
remarks that we take pleasure 
in passing them on, thinking 
they will be of value to others 
than members of his associ- 
ation—Llew S. Soule. 


soon the boss hands you a letter and tells you to 
answer it. You begin to do what the boss has been 
doing. You are no longer a typist; you cannot re- 
main one if you want to. 


See Who Needs Cheer 


Perhaps you are a clerk. Does it make any dif- 
ference to you whom you wait on? Do you extend 
more courtesy to the customer with a big bank ac- 
count than to the ragged old lady who has a slick 
half dollar to spend? Nobody ever had better op- 
portunity to get a kick out of his job than is offered 
every time a fellow “under dog” comes to your store 
to spend a few hard earned pennies. Of all the 
people in the world you can cheer up, can make take 
a brighter outlook, here is your chance. 

The rich, or well-to-do patron doesn’t need your 
courteous attention near so much. He gets the best 
service everywhere. he goes anyhow, but this old 
woman; nobody shows her any courtesy. Imagine 
her reaction when you get a thrill out of pleasing 
her. You have absolutely no competition in mak- 
ing her a lifetime customer of your firm, all because 
you show her the courtesy she never got anywhere 
else. 

You get the biggest kick in the world from that 
kind of thing. .-If you’ve been saving your best man- 
ners and most beaming smiles for the banker’s son, 
let one go on one of these unfortunates and see what 
a kick you get. I sometimes wonder if after all the 
old lady’s slick half dollar isn’t better business than 
the banker’s son’s sixty or ninety-day-old account, 
anyway. 

If your work is drudgery to you, chances are ten 
to one it’s because you make it so. Nobody ever 
had better opportunity to get a kick out of living 
than the man who thinks he hasn’t a chance. For 
the man who thinks that is the most helpless, piti- 
ful person in the world. His whole trouble is a state 
of mind. Self-pity is his curse. The true kick that 
comes out of one’s job is not the result of promotion, 
or the thrill of getting a raise; it’s the consciousness 
of having given yourself freely. It is the pride of 
doing a noble thing. 

If you cannot get a kick out of your job, look out; 
sooner or later you’ll probably get kicked out of it. 


Take your choice—you’re due a KICK. 
WALTER HARLAN. 
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“Per” 


By Saunders Norvell 





Mr. Saunders Norvell, 
New York City. 


My dear Sank: 
You wrote a couple of articles for Harpware AcE 


regarding the Dallas, New Orleans and Atlantic City 
Conventions, calling attention to the fact that you 
thought it was about time for good, representative 
business men to obey all the laws of the country 
(which includes the Eighteenth Amendment). 

Just to show you how this matter is being regarded 
by some organizations, I was very much pleased to 
see the printed program, covering a large convention 
to be held in Detroit. In their program they stated 
there would be 2500 representatives attending this 
convention; that they would come from all parts of 
the country and would be brought to Detroit in 
fifteen special trains; that three or four days would 
be given up to business, entertainment, theater 
parties, etc. 

One of the principal notices on the program was 
the following: 

“THE BROAD, FINE VISION WE ALL 
HAVE FOR 1926 AND THE GREAT 
AMOUNT OF WORK TO BE DONE DUR- 
ING THIS MEETING SEEM TO DEMAND 
THAT WE ELIMINATE POSITIVELY THE 
USE OF INTOXICANTS DURING THE 
CONVENTION.” 

I think the above statement, sent out in advance 
of the convention—by one of the largest organiza- 
tions in the country, is a wonderful testimonial to 
the Good in Business. It looks as though they 
wanted to make Good Business Better. 

I thought you would be interested to know of this 
circumstance. 

Yours very truly, 
(Signed) W. D. BIGGERS, 
Continental Screen Co., 
Detroit, Mich. 











Sales go down but expenses go on merrily 

working overtime. When books are kept prop- 
erly, all the loose odds and ends in the way of ex- 
penses and losses are hunted up, run down and 
charged up in December. When there are extra com- 
missions and profit-sharing arrangements, they are 
usually paid in December covering the entire year 
but all charged off in that month. A study of the 
figures of December reminds one of the text of the 
speech of the late H. M. Finch, viz., “It’s fine to fly 
but it’s hell to light:” December is like the cold gray 
dawn of the morning after when, with the help of 
hot towels and cracked ice, we are face to face with 
the inevitable result of our indiscretions! 

* * *% 

Richard Le Gallienne wrote a book called “THE 
WORSHIPPER OF THE IMAGE.” This is the 
story of a sculptor who reproduced his wife in mar- 
ble. He fell out of love with his wife and fell in love 
with her image. I sometimes wonder if there is not a 
good deal of this idea about modern sales managing. 
Does the modern sales manager prefer the shadow 
to the reality? Would he rather talk about making 
sales than sell goods? Would he rather read count- 
less and endless articles on sales management instead 
of getting busy on his own jobs? J sometimes wonder! 

* * *% , 


I know of a certain sales managers’ club. The 


1D ECEMBER is usually a very unprofitable month. 


greatest sales managers of the country are the mem- 
bers of this club. Sometimes I go to their meetings 
and listen to their talks. They have progressed so 
far beyond me in sales managing that I realize I 
belong in the class of the “has-beens.” The studies 
that they make will lead one to believe that black is 
white. Then they make another study and you be- 
lieve that white is black. And how they do analyze! 
When they get through with an analysis of a selling 
problem, you may be somewhat confused in your 
mind, but you are filled with admiration. Of course, 
every now and then after one of these highly scien- 
tific analyses, somebody does ask a common sense 
question that puts all of the exhaustive work that has 
been done “‘on the blink.” 
* * % 

It reminds me of the time I was traveling by auto- 
mobile in France. We were trying to strike the high 
road out of a little city. Our chauffeur stopped at a 
blacksmith’s shop. The brawny armed blacksmith 
came out in his leather apron and with a red-hot 
horseshce held in pincers, he gesticulated this way 
and that. I had just made up my mind that our 
chauffeur intended to spend the rest of the afternoon 
discussing with that blacksmith how to get out of 
town. The red-hot horseshoe had grown cold during 
the discussion. Finally a little girl ran out of the 
blacksmith’s shop, pointed to a single telegraph wire 
and settled the entire discussion in three words: 
“Follow that wire.” Oh, for a telegraph wire to lead 
us safely out of the maze of some of these sales dis- 


cussions! 
* * * 

Sales managers, especially great sales managers, 
seem to be like the premiers of foreign countries. 
They are always changing their jobs. Recently I 
checked up on the sales managers’ club mentioned 
above and I found there was only one member of the 
club who was working for the same concern he was 


with ten years ago! 
* * ¥* 


Did you read that very significant editorial on the 
front cover of The Iron Age of Jan. 7, 1926? It re- 
ferred to the great American steel industry. It told 
about all the thought and care that had been devoted 
to reducing the cost of manufacturing steel 50c. per 
ton. Then it referred to how, after this was accom- 
plished, the sales managers in the steel industry mer- 
rily cut the price of this same steel $2 per ton. Pro- 
duction and sales in 1925 were the biggest on record; 
yet, profits were not satisfactory. 

Such facts in connection with other facts, in connec- 
tion with sales managing, make the casual business 
student wonder if there is not a scarcity of just one 
rather important element in modern sales managing 
—that thing being ordinary common sense! 

* % %* 

However, there was one experience in this last 

month of December that is practical and worth record- 

















January 28, 1926 


ing. Of course, you know there are a lot of salesmen 
who always quit selling about the fifteenth of Decem- 
ber. It is impossible to sell—the merchants do not 
wish to be bothered—all the trade are busy with 
Christmas business. A certain house decided to test 
out the question in December of whether goods could 
be sold after the fifteenth of December or not. This 
house sells a staple line of goods—not Christmas 
goods. They have a large force of salesmen travel- 
ing all over the United States under one sales man- 
ager. They have another force of salesmen traveling 
in the vicinity of New York under another sales man- 
ager. Now, the country sales manager, being con- 
vinced that the selling game was up on Dec. 15, sim- 
ply threw the selling reins, metaphorically speaking, 
around the dashboard and devoted his time to remin- 
iscing on the past year’s business. The local sales 
manager, however, decided to try an experiment. He 
offered three generous cash prizes to the three sales- 
men who would make the best record for the month 
of December. This record was to be based on the 
percentage of increase these salesmen made over their 
sales of December of the year before. The prizes were 
quite substantial and worth working for. The coun- 
try salesmen practically quit work on Dec. 15. The 
city salesmen worked clear up after Christmas to the 
end of the month. When the figures were compiled, 
what were the results? The sales of the country 
salesmen showed a decrease of 1 per cent as compared 
with the year before. The sales of the city salesmen 
showed an increase of 42 per cent. 
* * * 


The above case is not an editorial sales manager’s 
pipe dream. The answer naturally is very plain. 
S:lesmen, if they will try, can sell goods throughout 
the entire month of December. To be sure, if a sales- 
man does not wish to sell goods, and if his house 
does not care, it is all right and no one should com- 
plain. We are only writing the above facts to try 
to settle all that bunk to the effect that a salesman 
selling a staple line can not travel profitably after 
December fifteenth. This idea should be placed in the 
same glass case in The Smithsonian Institute as that 
other idea that salesmen can not sell goods on Sat- 


urday ! 
¥* * * 


I know a sales manager who recently received a 
very handsome advance in his salary. It came about 
in this way: This sales manager somehow had been 
getting increased sales for his company but of course 
that was simply incidental. There was a director 
in the company who had another office. This director 
was a banker. He used to have his secretary call up 
the sales manager on the telephone. When she got 
him, she would say—“Just hold the phone. Mr. Smith 
will speak to you in a moment.” So the sales manager 
waited on Mr. Smith. One fine day, when Mr. Smith 
got to the telephone, the sales manager was gone. 
Mr. Smith called him up. ‘‘What was the matter?” 
inquired Mr. Smith. “Did they cut us off?” “No,” 
answered the sales manager. “They did not cut us 
off. I hung up.” “What’s the idea?” inquired Mr. 


Smith. “Nothing,” replied the sales manager, “except 
that I am too busy to have your secretary call me 
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up on the telephone and wait until you get ready to 
communicate.” Afterward the sales manager thought 
he had made a fool of himself. He would certainly 
get it in the neck. This director, however, happened 
to be a man without any small prejudices. He grasped 
the point. He recommended to the president of the 
company that the salary of this sales manager be 
raised for if he saved time telephoning to a director, 
he would also save time in other directions: Of all 
possible bad manners, it does seem to me that the 
worst is this modern system where somebody calls you 
up on their business, has you invited to the telephone 
and then expects you to hold the wire and wait until 
he gets ready to talk. Allow me to recommend that 
all of us hang up on these gentlemen. This para- 
graph may be cut out and mailed with great profit to 
certain people. 
* % * 

There is another absurd business custom that should 
be placed in a glass jar and sent to The Smithsonian 
Institute to be added to the _ can’t-sell-goods-in- 
December idea and the can’t-sell-goods-on-Saturday 
idea, that is the man who writes you a letter and 
has it come with his name signed in another hand- 
writing, “per Jones” and possibly a second “per.” 
I wonder if everybody feels about one of these “‘per” 
letters as I do. I always want to throw them into 
the waste basket or write back a letter in return with 
several more “pers” than the one received. Why not 
let the fellow who writes the letter sign it? Mr. Per- 
simmon may be a better man than the gentleman at 
the top who is drawing the large salary and who 
insists upon having his name written by somebody 
else on all the house’s letters. Suppose in the new 
year when any of us receives a “per” letter that we 
go back with a letter of “pers” in return. It might 
also be a good idea to cut out this paragraph and 
mail it in the direction where it will do the most good. 

* * * 

All this sort of thing comes from the fact that 
somebody in an office tries to sit on more eggs than he 
can hatch. The other day in a certain business a 
number of changes Were being made. When a cer- 
tain part of the work was taken up and assigned to 
a young man to handle, one of the directors in the 
company unexpectedly came to the front with the 
remark that he had been handling this particular 
work. It was under his direction. Why had it been 
taken away from him? A careful investigation 
showed that he had not done a single thing in con- 
nection with this line of work for more than a year. 
He was not attending to the job and he would not let 
anyone else do it. In the adjustment of this business, 
the work of this particular gentleman was so arranged 
that he did not have any more eggs in his nest than 
he could comfortably keep warm. 

*% % % 

The reason why so many large concerns are doing 
better in the United States than the small concerns 
is that they sub-divide their work and give each man 
a certain specified task to do. There is such a quan- 
tity of work that this one job, doing this one thing, 





(Continued on page 88) 
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Personal Inventory 
Retail Meeting 


Kansas City Jobber, as Chief Speaker 
Meeting Advocates That Classifica 
or Trade District, Share Importance 
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Henry W. Fly, Elected Deroy Danielson, Re- 
President tiring President 


in a strictly agricultural section of the coun- 

try and consisting of both hardware and 
implement dealers, the thirty-seventh annual conven- 
tion of the Western Retail Implement and Hardware 
Association was rather dominated with the discussion 
of implement topics. However, there was plenty of 
hardware talk during the three-day meeting held in 
Kansas City, Mo., Jan. 12 to 14, to well repay the 
merchants in attendance and the program on the sec- 
ond day was all hardware. 

The convention sessions were held each morning 
at the Missouri Theatre, while informal question box 
meetings were held at the Coates House on Tuesday 
afternoon and evening and Wednesday afternoon. 

No one building in Kansas City was large enough 
to house all of the manufacturers and jobbers exhibits 
in connection with the convention, and consequently 
hardware and implement displays were somewhat 
scattered, extensive exhibits being located at the 
municipal Convention Hall, several of the hotels and 
at the: jobbing houses. 

In addition to the interesting question box sessions 
held at the Coates House, the official headquarters, 
fully half of each of the regular morning meetings 
were also given over to these free for all discussions. 
Installment selling, advertising, radio, cash business, 
store arrangement and employees were among the 
many topics discussed and the various dealers told 
interesting experiences in these subjects. 

There was one programmed speaker at each con- 
vention session. A. E. McKinstry, vice-president of 
the International Harvester Co., on the first day spoke 
on “Southwest Prosperity and the Farm Implement 
Dealer.” He reviewed the farm situation, pointed out 
the needs of the farmer and advised the dealers how 
best to supply those needs. 


\ might be expected in an organization located 


A Personal Inventory 


John M. Townley, head of a Kansas City jobbing 
house and president of the National Hardware Job- 
bers Association, was the speaker on “Hardware Day,” 
and his talk, “Plus or Minus,” was an appeal to each 
hardware dealer to take.an inventory of his own per- 
sonality, his store and his town and find the things 


that were either making or marring his success as 
a retailer. 

In order to facilitate this inventory, printed slips 
were passed to those present, containing a list of 
seventy-four items or facts which they were asked to 
check with a plus or minus in rating themselves. This 
list contained such items as store fronts, signs, win- 
dow displays, store hours, store fixtures, mailing lists, 
women’s trade, courteous clerks, cleanliness, handling 
of correspondence, local interests and store records. 

In speaking of this list, Mr. Townley said in part: 

“You notice that we start right from the present 
moment. The first item in the list is ‘Convention 
Attendance.’ Weigh this convention proposition care- 
fully. It costs you some money to come to this con- 
vention, it costs you some time away from your 
business. Are you making the most of the oppor- 
tunity, are you getting everything the convention has 
to offer? 

“Now, as you go back home, begin to size up every- 
thing that in any way.affects your business. The first 
thing will be your town’s attractiveness. Is it a plus 
or minus town? Be perfectly loyal, but be perfectly 
honest, put down an unbiased opinion. 

“If, your town is not as attractive for drawing the 
outsider, for entertaining him, if it isn’t as well able 
to compete in getting the attention and interest of 
those living outside, as some of the towns that sur- 
round you, then you will have to register a minus. 
Then what are you going to do about it during 1926? 


What About Your Town? 


“Now that you are back home, walking up the 
streets to your business, how does your own store 
front strike you? How does the whole outside ap- 
pearance of your store stack up with the other stores 
in town? How does it stack up with other stores in 
other towns? How does the sign on your store look? 

“How does the paint look, how are the windows, 
clean or dirty? How is the window display that you 
see through these windows with a critical eye, how 
are the displays in the window across the street or 
up in the next block? Is the street paved, if paved, 
is it-in good repair? Are the window displays in 
town as a whole, such as to attract the people to 
inspect them? Are your store windows lighted at 
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night, are there window shoppers in town nighis, 
looking about? 

“What nights, if any, are you open so that those 
who are busy during the day have an opportunity to 
shop after their regular working hours? 

“Is the drug store in your town the only store that 
is open after 6 o’clock every evening in the week? 
We realize the druggist pays his landlord for twelve 
months rent each year, but he uses his store for 




















eighteen months each year as compared to the average 
amount of use gotten out of a store building by mer- 
chants in other lines of trade. 

“All of your stores should remain open one, or 
possibly two nights out of the week. This is true 
particularly at certain seasons of the year. How many 
people does movie night draw to your town? Are 
there not prospective customers in the crowds if you 
were open? 

“We step inside of your store, how do things 
strike you? Take lighting for example, is it plus or 
minus? The inside painting should be a light color, 
flat white is mighty good for the ceiling, side walls 
of cream or buff. Proper painting inside will make 
a more attractive, wide awake store and at the same 
time reduce the electric bills. Is the cash sale counter 
particularly inviting to the person who goes by, calling 
attention to the thousand and one things that are of 
small value, many of which are featured by the ten 
and twenty-five cent stores, and, if properly displayed, 
will produce enough profit each month to pay the 
store rent? : 


Women or Loafers 


“Are you providing a store that will attract the 
woman rather than a bunch of loafers? Are you pay- 
ing any attention to the amount of business that 
results directly from the children’s trade? Do you 
cater to the sporting goods man, the hunter, the golfer, 
the tennis player? Have you a list of all the me- 
chanics that live in your trade territory? Do you 
know the stone mason, the carpenter? Are you having 
your merchandise priced in plain figures so that a 
buyer can wait on himself very largely? 

“T have mentioned such things on the list as the 
Chamber of Commerce, clubs, churches, lodges, all of 
these things are either pulling for you positively or 
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working against you negatively, according to the 
amount of interest you are taking in them. All these 
things spell the personality of your store, are you 
putting personality into it? 

“As an individual unit you have a great many 
decided advantages, owner management, local 
acquaintances, long residence, credit sales, diversity 
of stock and individuality of lines handled. You can’t 
expect to have a monopoly of business in your line or 
any other line, and you are going to make a success 
or failure according to the individual understanding 
of your opportunities, according to what you put into 
your own organization. 

“There are four things that are particularly in- 
fluential in operating a successful business, first, the 
neatness and attractiveness of the store display; 
second, proper buying; third, turnover; and fourth, 
finance.” 

On the last day of the convention, John W. Gamble, 
banker and manufacturer of Omaha, was the speaker, 
his subject being, ““A- New Era in Retail Merchandis- 
ing.” He started out with the statement that hard- 
ware dealers had made more progress in the last three 
years than they had in the previous twenty-five years. 
He asserted that we are entering a period of con- 
solidations and pointed out the many recent combines 
of manufacturers of hardware, implement, textile and 
other lines. 

These consolidations, he contended, would result in 
fewer brands and less overhead, but that the retailer 
would have to display more individuality in order to 
successfully merchandise to the satisfaction of both 
the customers and the manufacturers. 


The Retailer Waits 


He said that in the chain of distribution—manu- 
facturer, wholesaler and retailer—the last named is 
the only one who sits back and waits for the cus- 
tomers to come to him. He pointed out the fact of 
the many manufacturers’ and jobbers’ salesmen in 
attendance at the convention, all for the one purpose 
of selling goods, and suggested that the retailers make 
it a point to be at gatherings of their customers and 
to call frequently at the homes and farms in their 
territory. 
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!@0ut of Income Tax 


By A. M. Burroughs 


Burroughs Adding Machine Company 


when the retail merchant wishes that he had 
somehow maintained a definite set of store 
records, it’s at income tax time. 

Uncle Sam wants a lot of figures that are hard 
to dig up all at once. Of course, the merchant who 
has, throughout the year, kept a set of accurate 
records and kept them up to date, can supply the 
figures in half an hour. But 


| there is any one time during the entire year 


“schedule’—leading as it does to the “total net 
income” figure, is nothing more, nor less, than a 
special form of profit and loss statement. So, natu- 
rally, the merchant who has maintained adequate 
records—and no records are adequate that do not 
supply the figures for a profit and loss statement— 
automatically has the figures he needs for his tax 
report. He may need some assistance in interpreting 

the tax blank, but he can sup- 





the merchant who has paid 
little attention to his book- 
keeping may spend a good 
many days and nights figur- 
ing out his tax return, and 
then not get it accurate. 

A return that isn’t accu- 
rate cheats either the mer- 
chant or the government. 
And neither is very good 
business, because there is 
always the possibility that 
some day an internal revenue 
agent will pop in to verify 
the report and go over the 
merchant’s books. When that 
happens—well, all we can do 
is extend that particular mer- 
chant our sympathy. Pepin Baling and Equipment 

First of all, on the income Depreciation 

Donations 
tax blank, Uncle Sam wants General Expense 
to know the “total income Total Expense 
from business.” It wouldn’t Net Profit From Sales 
be so difficult to approximate 
that figure. The merchant 
can say to himself, “well, 


Cost of Goods Sold 


Previous Inventory 


Merchandise Purchases 


Total Merchandise Handled 
Less Present Inventory 


Cost of Goods Sold 
Income from Sales 


Sales 
Less Cost of Goods Sold 


Gross Profit From Sales 
Expense 


Rent 
Light, Heat and Power 


Taxes and Insurance 


Capital Income 


Discounts Earned 
Interest Received 
Miscellaneous Income 


let’s see, I made about $5,000 Total Other Income 
last year.” But the govern- Total Income 
Less Bad Debts and Losses Charged off 


ment isn’t satisfied with that. 
The government wants to 
know right down to _ the 


Total Net Income. 





Annual Profit and Loss Statement 
Burroughs came maaioe Plan 


Postage, Telephone and Telegraph 
Interest Paid, Disc. and Allowances 


ply the figures in thirty 
minutes’ time. 

The profit and loss state- 
ment contains every figure 
192... that Uncle Sam wants. It is 
‘a complete, summarized his- 
tory of the entire year’s 
business, and the final figure 
on the statement, “total net 
income,” tells the whole story. 
That one figure tells whether 
the year has been a success 
or a failure. 

The merchant needs that 
figure, not only for his tax 
return, but for his own in- 
formation in _ putting his 
business on a profitable basis 
and keeping it there. He 
ought to prepare an accurate 
profit and loss' statement 














' satan oftener than once a year so 
that he will know which way 
his business is heading. 

In order to do that, he 
must keep books. He doesn’t 








need to set up an extensive 
system that takes a lot of 
time, but he does need a sys- 
tem that will give him a 
definite record of all his 














penny, and it wants to know 
what part of the total represents the proprietor’s 
personal salary, and what part is actually net income. 
And then, as the merchant turns to the second page, 
he finds that it is necessary to itemize the “net 
income” from his business, in order to show just how 
the figure was arrived at. There are blanks to fill 
in showing total sales for the year, cost of goods 
sold based on inventory figures, and last, but by no 
means least, an itemized account of the year’s oper- 
ating expenses. 
Now that statement—the tax blank calls it a 


revenues and expenses. Then, 
when the end of the year comes, he has only to sum- 
marize those figures, take an inventory, and he has 
the figures all ready for Uncle Sam. He has an 
annual profit and loss statement. 

Let’s examine a standard form of profit and loss 
statement to see how it is made up. The first step 
is to determine the cost of goods sold during the 
past year. This is simply a matter of adding the 
cost of merchandise purchased during 1925 to the 
1924 inventory, and then subtracting the present 


inventory. 
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' The next step, which consists of subtracting the 
cost of goods sold from total sales, gives the merchant 
the gross margin between total sales and cost 
of sales. 

Expenses for the year must be figured next. These 
include all items of operating expense; rent, salaries, 
delivery expense, supplies, taxes, insurance, heat, 
light, freight and express, depreciation, repairs to 
building and equipment, interest paid, donations, etc. 
The merchant should not fail to include such items 
as taxes, depreciation, interest paid, and donations, 
since these all affect his income tax. 

Most taxes on business and business property are 
deductible. Depreciation of store fixtures and oper- 
ating equipment is considered as part of operating 
expense, and should be included as such in the profit 
and loss statement. This is usually written off at the 
rate of 10 per cent a year of the original invoice cost 
of furniture and fixtures. Depreciation on automo- 
biles for delivery equipment is higher, and is usually 
figured on a three-year basis. Some merchants do 
not figure depreciation at all, but this is obviously 
wrong, since this practice does not show them their 
true profit. Interest paid on business indebtedness 
and donations are both considered expense items and 
as such are deductible from the tax return. 

Deducting expenses from gross margin gives the 
merchant his net profit from sales. To this must 
be added such items as discounts earned, interest 
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received and miscellaneous income, giving him the 
tota! income from the business. 

There is one more important item to consider be- 
fore arriving at the total net income for the year, 
and that is bad debts and other losses. The reason 
for considering these items in connection with the 
profit and loss statement is that they affect the net 
income from the business and also the income tax 
return. Subtracting these from the total income, 
gives the merchant his total net income, the amount 
on which he pays the tax. 

But, as I said before, the merchant who did not 
keep adequate records covering his business transac- 
tions during the past year is going to find it pretty 
difficult to figure his income tax properly. There is 
very little he can do about it now. His only course 
is to go back over last year’s business, figure his total 
revenue, his cost of merchandise sold, his total oper- 
ating expenses, and get them as nearly accurate as 
possible. 

What he can do is to install a system now that will 
give him dependable figures for this year. The retail 
merchant doesn’t need an elaborate system. Just a 
few simple records that he can bring up to date every 
day. The few minutes it takes him will pay big 
dividends, because it will enable him to operate his 
business more efficiently, and more profitably. 

And next year his income tax figures will be ready 
weeks before Uncle Sam asks for them. 





How a Clerk Sees It 


published in HARDWARE AGE about the Hardware 
Clerk Problem. 

I am a clerk and I have worked in the same store, 
and for the same man, for more than five years. 

I believe there are three reasons for the inefficiency 
of some of the hardware clerks: 

First, the boss 
Second, the clerk 
Third, the job. 

Oh, how the boss hates to own up to it that it is, 
in some cases, his fault that his clerks are not as effi- 
cient as they might be. For instance, he hires a 
young man to work in and about the store. This man 
is expected to do all the odd jobs. He is also expected 
to wait on some of the customers. The greater part 
of his time is spent doing these odd jobs, and when 
he is asked to wait on a customer he usually doesn’t 
know where the article is and, if he does, he doesn’t 
know very much about it. 

It is foolishness to let this man try to sell a plane 
to a carpenter, who knows more about the plane than 
he does. It is a good joke to hear him try to tell a 
woman the difference between a four and a six dollar 
percolator. 

The boss will hear this lame argument and just 
as quickly as he can, he will take over the customer, 
or send one of the other clerks to finish the sale, if 


possible to save it. 


| HAVE been reading with interest the letters 


The young clerk will walk away and mumble, “Well, 
how does he expect me to sell that stuff, when I don’t 
know anything about it.” And then he will walk out 
to whatever work he was doing and it is all over as 
far as he is concerned. 

Usually after one of these little acts, the boss has 
something to say, which doesn’t help matters much. 
The thing he should do is to kindly show how and 
where he failed in presenting the goods. 

But the boss knows he has been on the job twenty 
years or more, and he knows so well he cannot see 
how one fails. If one of the other clerks tries to tell 
the young fellow something about certain items of the 
stock, he tries to learn. I know, because I have seen 
it. But the next time he gets a chance to show one 
of these items to a customer he usually gets his p’s 
and q’s mixed, and gets called down again. 


This man doesn’t get a very large salary, you can 
be sure. In a short time he begins to think of a little 
larger salary. He asks the boss for a raise and he is 
refused, without being told why. He thinks he can 
get more money somewhere else, where he dosn’t need 
to take so many call downs, and he is gone. 

My suggestion is, give your new clerks a school of 
instruction in certain things in the store, a little each 
day. Don’t scare them. In short time you will know 
if you will be able to make anything out of your clerk. 

(Signed) MAN BEHIND THE COUNTER. 
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There Are 'T'wo Ways 


Selling More per Customer 
Selling to More Customers 


of Increasng YOUR Business 


By Bruce F. Richards 


appeal of the hardware store. 

One is to increase the buying impulse of 
each customer so that he may leave more money 
in the cash drawer of the merchant than he has 
ever left before. 

The second is to reach out among the prospects 
of the establishment, and by suitable means to 
change a goodly number of these prospects into 
real customers. 

There is a tendency on the part of the average 
merchant to neglect one or both of these methods of 
business expansion, in the somewhat vague expec- 
tation that the momentum of business already gener- 
ated, will keep business rolling in at about an aver- 
age rate. 

“Average” isn’t good enough, for what is “aver- 
age” today will be below average tomorrow, and 
way, way below average a year from today. It is 
the “above-the-average” methods which make for 
outstanding success in any line of business, and 
especially in the hardware field. 

A few practical ideas carefully thought out, put 
into execution and followed up, will produce larger 
and more satisfactory results than tons of vague 
ideas of an excellent and business-building charac- 
ter, merely thought or talked about, but done nothing 
with. 

So let us consider a few ways by which success- 
ful hardware men have grown more prosperous and 
have been able to sell more goods to old customers 
and have also been able to win more new patrons. 


The Practical Builder 


Among the steady customers of the hardware store 
are the carpenter, the practical builder and the 
contractor. These people are regularly and stead- 
ily in the market for tools, builders’ hardware and 
construction materials logically handled by the 
average departmentized hardware store. 

The average proprietor of « hardware business 
is altogether too much inclined to say to himself: 

“These men know what I carry and when they 
want what I have they’ll come and get it.” 

This is not a progressive business policy, for 
our competitors may be doing a good deal more 
than this to win and to hold trade, and if we are to 
get our share of the business of these people we 
must be ready to use more aggressive methods than 


this. 
Here are three ways to do it. None of them may 


ie are two ways in which to broaden the 


be directly applicable to your particular. case, but 
one or more of these plans may offer suggestions or 
may permit of being adapted to special needs. 

First, make a collection of catalogs containing 
tools, special equipment and interesting new sup- 
plies. Make this collection of catalogs as complete 
as possible. Put them upon a long, narrow table 
somewhere in a well-lighted, quiet spot. Of course, 
there should be chairs around the table. 

When any of the men drop in and have a few 
minutes to spare make the casual remark: 

“I was watching for you for I have something 
which I feel will be of interest. I have some new 
catalogs out here with some of the latest ideas in 
your line, illustrated to the queen’s taste. You 
may see something that’ll be of an advantage in your 
work. Come along until I show you.” 


Winning Friendship 


Perhaps the man approached will not have time 
at the moment, but he is rather sure to be a bit flat- 
tered by the thoughtful courtesy and to come back 
later. If he discovers, as he is sure to do, tools or 
supplies of an interesting character which are just 
what he needs, he will be grateful, and such goods 
can be ordered as wanted, rather than stocked in 
quantities until the demand is sufficient to warrant 
a heavier investment. 

Second, take a live and active interest in some 
specifi¢ job occasionally being done by one of these 
three groups of men who are patrons of the store. 

For example, we’ll say that the Baker Brothers 
have the contract for building the new wing on the 
City Hospital. This being a matter of public inter- 
est, the proprietor of the King Hardware Company 
will feel quite at liberty to call on the Baker Broth- 
ers and to say something like this: 

“We understand, Mr. Baker, that the contract you 
have signed for building the new wing on the City 
Hospital calls for a completed job by April 1. Now 
you know, as well as we do, how necessary it is to 
have everything to work with on hand at the first 
moment when it is wanted. Moreover, you know 
how many times disappointments in deliveries and 
unexpected delays hold up the doing of some impor- 
tant part of the work which holds the whole job 
back. | 

“Now what we'd like to do is to serve you in just 
the way that will make your work go smoothest and 
quickest, and if you choose to give us all of. your 
patronage or part of it on this hospital job, and will 
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- FD ERHAPS there is little in this that is new, but there is much that is said by 

Mr. Richards that the merchant should say to himself frequently and—to 

carry it a bit further—he should act upon what he says. We are all inclined 

to fall into a rut and that is the chief reason for not pushing business as we used 
to do it 


let us know what you want as far in advance as pos- 
sible, we’ll be ready with the supplies if it is hu- 
manly possible without holding you up a minute. 

“In other words, you shall have our first and best 
attention and most intelligent cooperation. We’ll 
see that there are no slips and the prices will be 
right.” 

Now don’t you suppose, Mr. Hardware Man, that 
Baker Brothers will appreciate and will respond to 
such an appeal? They know that naturally the King 
Hardware Company is making a living profit on the 
business it does. That is to be expected. But it is 
worth a lot to any construction company to have 
backing of an interested and intelligent character 
of this kind. 


Jollying the Carpenter 


In the same way, to drop around perhaps where 
a carpenter is working at a job and just to say, 
“Hello, John, I heard you were doing a mighty fine 
piece of work up here and I thought I’d like to see 
it,” will please John. Moreover, if you happen to 
remark, “Using that plane you bought down to the 
store a while ago, are you—how does it work out?” 
It will show an interest that will bring “John” back 
when he wants more tools. 

In fact, the underlying thought of this second 
method of getting more business from the same 
people is, to show to individuals and to organiza- 
tions that you have a real interest in helping them 
do their work quickly and efficiently and that you 
take a measure of personal pride in the fine achieve- 
ments they put across. 

Third, advertise specifically and directly to these 
people several times a year. The most fruitful 
times will be just ahead of the rush season, for then 
there will be more opportunity for these people to 
read the advertisements, to look around, and perhaps 
to make comparisons. 

One hardware firm finds that by advertising in this 
manner and illustrating each advertisement freely 
with suitable cuts and not crowding the advertising 
space, that business is invariably increased among 
those who are already in business and who are spend- 
ing money for this class of goods. 

The result of such advertising is to concentrate the 
business and to keep part of it from going out of 
town. By this means this particular merchant has 
built up a very large following and a profitable one 
among carpenters, builders and contractors. It pays 
to go after this class of business. 


The Car Owner 


The man who owns a car or a fleet of motor vehi- 
cles is always a prospect for another accessory or 
tool. This is the case because tools are lost and 
sometimes stolen. When a worn car is sold or 
traded in the tools go with it as a rule. And that 
isn’t all of it. The man who owns a car and who 


does anything about driving it or keeping it in re- 
pair, is always ready to consider something which 
will make for safety or convenience. 

Then there are needs constantly arising in the way 
of extra supplies to be purchased. Why not reach 
out after this business and make something worth- 
while of it? 

One hardware store with a glazing department 
does a big business alone in windshield replace- 
ments while a large business has been worked up in 
lubricants. The canned trade is especially catered 
to. Many patrons are shown the economy of buy- 
ing a large can or drum of oil and everyone is ad- 
vised to carry a small can of oil in case of an emer- 
gency. 

In a single season a number of carloads are han- 
dled without any trouble, for people who come in to 
buy other things for their cars are easily approached 
on the matter of lubricants, and those who come 
back for lubricants are quite likely to be in need 
of something in the way of an inner tube, a tire, a 
pair of pincers, a wrench or a trouble light. 

It is not a difficult matter to get a list of local car 
owners from the license lists bureau, and this list 
constitutes a valuable mailing list to which direct- 
by-mail literature may be addressed, calling atten- 
tion to the fact that the hardware dealer who is 
well established and whose buying capacity is ex- 
tensive, is in a position to stock and to sell ut rea- 
sonable prices, accessories of all kinds and of a re- 
liable character. 


Friend Householder 

The man who owns a home is abnormal if he 
doesn’t enjoy improving and keeping it in repair. 
Everyone will not find it necessary or possible to put 
in a new heating plant, new roof gutters, a range, a 
hot water boiler or practical equipment this year. 

But there are always a goodly percentage who are 
facing expenditures of this character and a practi- 
eal offer of calling and making an estimate without 
obligation on the part of the individual will often 
lead to much business. 

Then, too, it is entirely within the province of the 
hardware dealer to show the householder just where 
he is saving nothing by delay. A poor roof may 
mean the destruction of ceilings and interior deco- 
rations. An old range may be extravagant of fuel, 
hard to handle and the means of spoiling much good 
food. A worn-out hot water boiler may not be worth 
repair, and if it leaks, runs up water bills and rots 
the floor. 

The householder should appreciate the fact that 
money well invested in upkeep or improvements is 
not wasted, but really improves the value of the 
property. Pointed appeal of the right kind will un- 
cover and develop much business which might not 
mature this season or might drift elsewhere for want 
of shepherding care. 
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A hardware dealer who found business very slow 
and who went after home owners, soon developed all 
the business he could handle, and he remarked with 
a smile, “I have only worked one corner of my terri- 
tory at that.” 


The Housewife’s Needs 


The housewife’s needs are legion. They are seem- 
ingly never satisfied, for pans and kettles and other 
utensils are constantly wearing out and the family 
often grows larger and so calls for more supplies. 

Special sales and demonstrations always reach a 
number. A house-to-house canvass may be made by 
a representative of the store, often a business-like, 
alert woman, who will take two or three samples 
with her of especially attractive small goods, tak- 
ing orders which are delivered from the store later. 

Her real object, however, in making these calls is 
to find out and to tabulate the number of homes hav- 
ing bread mixers, cake mixers, power washers, vacu- 
um cleaners, fireless cookers, ironing machines, 
cold mangles and other equipment which will make 
the housewife’s work less. 

These records are valuable property for the store 
and show later just where special selling efforts 
should be directed. This representative should do a 
good deal more than pay her expenses in the profits 
of the small sales made and should obtain much 
valuable information as to where the store is suc- 
ceeding or failing in serving the housewife. 


New Prospects 


Everyone is virtually a new prospect who lives 
within the buying area of the store and who is not 
already a customer. It is not to be expected that 
one man will succeed in pleasing everyone, or that 
one store will serve the entire community. 

The other fellow has a right to his share of the 
business also, but he must look out for that, and 
fair means of getting business are perfectly legiti- 
mate. The ultimate decision rests with the customer 
as to where he wants to spend his money. 

It is a fact, however, that many people will go on 
buying at a certain establishment just because they 
do not break old habits easily and without knowing 
that they could be better served elsewhere. 

Out-of-town concerns often claim a considerable 
amount of business simply because of attractive il- 
lustrations and prices. Quite as often as not the 
prospect could do as well or better in a nearby hard- 
ware store where he could examine the goods and 
make his selection carefully before paying out his 
money. 

One hardware store which felt that it was not 
getting in touch with enough new people and win- 
ning enough new patrons used this method. 


Boosting Paint Sales 


The season was rather dull and it was arranged 
that a couple of men could be spared certain morn- 
ings of the week. These men and the store con- 
ducted an extensive campaign on paint, especially 
throughout the farming community, where it was 
evident that many barns, homes, silos and out-houses 
were sadly in need of the protection of paint. 
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Orders were taken for immediate delivery, or upon 
the compliance with the regulation of one-third of 
the price down for delivery any time within three 
months. Something like nine times as much paint 


was sold in that period of six months as had ever 


been sold in an entire year before. 

The campaign did not last six months, but paint 
sold briskly throughout the entire painting season 
of the year, for an impulse to fix up is likely to be 
contagious in a town or country community. 

Another method successfully tried of winning new 
patrons was directed toward the young people. A 
contest was staged and announced well in advance, 
on bird houses, and the prizes offered were of sev- 
eral classes. The best bird houses submitted in each 
district were to be awarded separate prizes. Then 
the prize winners in the districts were to be judged 
again for the best ones of this group. 

Pains were taken that every section of the coun- 
try was included in some district, and schools were 
urged to take an interest. The bird houses brought 
in at the appointed time filled two large windows, 
and attracted a great deal of attention. 

Everyone competing received some sort of recog- 
nition, and any who wished to sell their bird houses 
could place them on sale in the store, the store act- 
ing as agents, without any commission for the ser- 
vice rendered. Naturally these young people all felt 
kindly toward this store and much attention was 
focused upon the advertising windows. 


“Guest of Months” 


Still another plan of bringing in new patrons met 
with encouraging success. It was called the “Guest 
of Months.” In January all patrons of the store, 
old and young, having surnames commencing with 
the letters A and B were requested to register in 
a big guest book in person. Everyone so registering 
and over fifteen years of age was entitled to a card 
authorizing the holder to receive a 10 per cent com- 
mission on goods purchased during this month. The 
card had to be presented at the time of the pur- 
chase. ' 

In February the same plan applied to those hav- 
ing surnames commencing with the letters C and D. 
In the same way the different months were appor- 
tioned, some of the last ones being given three let- 
ters so as to clean up the alphabet in the twelve 
months. 

This kept people watching the store for the an- 
nouncement of their own months. The discounts 
did not apply to any goods offered on special sales 
days, although sometimes the Guests of the Months 
were given an extra 5 per cent on some of the items 
where this was possible. 

In February all of those who registered in Janu- 
ary were sent a nice letter of appreciation for their 
call with a small souvenir inclosed. The same plan 
was followed up throughout the different months, the 
souvenirs differing from time to time. 

By planning the year’s campaign in advance on a 
twofold plan (first) to sell more to each customer, 
and (second) to increase the number of customers— 
business is sure to prosper. 
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Collecting FromtheSlow-to-Pay 


No. 3—Classifying Charge Customers 
By H. L. Allen 


N practically every business, no matter what may 
be done to pave the way for the collection of 
Overdue accounts without the application of any 

pressure, there always are those accounts which re- 
quire special attention. Their number will vary with 
the nature of the business and with the manner in 
which the way has been paved, as outlined in previous 
chapters so as to avoid complications. 

The great difficulty with most collection plans is 
that they tend to treat every debtor on the same 
basis. As a matter of fact, there are several different 
classes of debtors, and to handle any one of them in 
the routine best suited for another class will fre- 
quently, if not usually, result disastrously. The 
several classes of the Slow-to-Pay may be divided into 
the following: 


Charge Customers 


1. The customer who honestly has misunderstood 
the terms of payment or certain details of terms of 
invoices. 

2. The customer who has some real justification for 
being dissatisfied with services or goods. 

3. The customer who is intentionally neglecting 
a just debt. 

4. The customer who, at the present moment, may 
be “put to it” for finances, but who, on the basis of 
his general reputation, is worthy of leniency. 

5. The chap who is really insolvent and on the way 
toward bankruptcy. 

6. The “Dead-Beat” who is hopeless. 

As a matter of fact, most of the Slow-to-Pay 
naturally divide themselves into three classes as 
follows: 

1. Those whose credit is not of the best and who 
depend mostly upon small incomes to meet their 
accounts. 

2. Those of fair income whose names are very 
desirable on the ledger. 

3. Those who undoubtedly have money but habit- 
ually or occasionally fail to meet their obligations 
on time, either through neglect or the press of affairs. 

Obviously, too, the amount of the account has con- 
siderable bearing upon the methods employed to 
collect it. One cannot “go after” a debtor for $5, who 
has property, like one can a debtor for several hun- 
dred dollars who has few visible assets. 


Special Cases 


Then, too, there are special classes of debtors such 
as the wage earner who has been under severe tem- 
porary financial strain or unemployment, for instance. 
Obviously, it will not do to approach all of these with 
the same methods; and therein lies the big advantage 
of the personal interview over and above any letters, 
whether form letters or special letters, or other cut 
and dried methods. Even the telephone call is far 
superior, as a general thing. Both methods tend to 
bring out the real facts in the case, and in conse- 
quence, to point to the correct procedure which 
should be followed. 

In the collecting of overdue accounts, the thing to 
keep clearly in mind, first, last and always, is never to 
be afraid to ask for the money. As somebody has 
put it: 

“Don’t let that bugaboo get you about being afraid 
to ask a man about a just debt. If you feel that 
way, why not make him a present of the goods in 
the first place and avceid all the extra bookkeeping 
and work of your collection department.” 

Perhaps the fundamental rule in collection work 
should be: System. When the debtor feels it is 
inevitable, after his just indebtedness has run a cer- 
tain number of days over time, that pressure of one 
sort or another will inevitably be brought upon him, 
he does not usually longer attempt to equivocate. 
Make him appreciate that his account is being watched 
carefully and that his neglect will never be overlooked. 

On the other hand, every collection man should 
always keep in mind that he is a super-salesman and 
that his job must leave as pleasant a trail behind 
it as the job of the salesman who originally sold the 
goods. 

Somebody has said: “Collections are not a father- 
and-son-in-the-woodshed matter.” The criticism has 
been made of the average traffic policeman, that it 
seems difficult, if not impossible,-for him to appreciate 
that the average automobile driver who comes under 
his notice is far from being a criminal. Indeed, the 
latter is probably just as desirous of doing the right 
thing as the traffic policeman is to have him. And, 
similarly, the collection man who gets it into his head 
that the average slow-to-pay is really a “dead beat” 
has started off on the wrong foot and is doing both 
the other fellow and himself an injustice. 








There has crept into the minds of many Americans the economic fallacy that the public exists to 


make business succeed. 
experience of economic and social questions. 


I have never been able to reconcile that idea with my personal knowledge and 
I think business exists primarily for the benefit and 


service of the people; and any other interpretation of business is socially autocratic, and economically 
wrong.—(Orrin C. Lester in The New York Credit Men’s Association Bulletin.) 
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RADIO CENTER ESTABLISHED 
IN BUSH TERMINAL BUILDING 


Col. S. Herbert Mapes Heads New Company 


A Radio Center, the newest development in the radio industry, 
has been established as a permanent exhibition and market for 
every known radio part and product, according to a recent announce- 
ment by the Bush Terminal Company that more than two entire 
floors in the Bush Terminal Sales Building, at 130 West Forty- 
second Street, New York City, and more than 20,000 square feet 
of space had been leased on a long lease basis to the Radio Center, 
Inc., through Col. S. Herbert Mapes, president of the new company. 


“The Radio Center is intended as a ;— 


sort of bourse for manufacturers of ra- | 
dio parts,” said Col. Mapes, “and as a. 
service market for buyers. Instead of 
traveling from one end of the city to 
another to make comparisons on pur- 
chases they intend making, buyers from 
this and other cities can see the prod- 
ucts of all the manufacturers assem- 
bled in one place. We chose the Bush 
Building for our headquarters because, 
universally known as a buyers service 
building it is in the heart of the busi- 
ness district, and is excellent for broad- 
casting conditions.” 

Receiving sets of all makes, all the 
accessories of the trade and broadcast- 
ing equipment will be on permanent 
display. Sound proof booths have been 
installed so that each exhibitor may 
have absolute privacy and yet avail 
himself of the advantages of the co- 





operative benefits of the Radio Center. 





A library, reception room and assembly 
hall are being fitted for trade gather- 
ings and conventions. 

While radio parts will be demon- 
strated under actual working conditions 
all year round, the Radio Center will be 
open only to accredited representatives 
of the trade, Col. Mapes stated. How- 


ever, a series of special invitation meet- 


ings is planned for the general public, 
at which it is expected any innovations 
or new developments will be shown as 
they are brought forth. . 


Col. S. Herbert Mapes has been in- 


terested and actively engaged in the 
radio industry for many years. He con- 
ducted the first radio fair in New York 
City in 1920, and later was affiliated 
with the Federal Telephone and Tele- 
graph Company of Buffalo and with the 
Jos. W. Jones Radio Company. 





Changes in Personnel of Tim- 
ken Roller Bearing Co. 


The Timken Roller Bearing Company, 
Canton, Ohio, announces the appoint- 
ment of Ernest Wooler as Chief Engi- 
neer. For the past year he has held 
the position of Automotive Engineer. 
His present position puts him in full 
charge of all Automotive, Industrial, 
Experimental and Service Engineering. 
Other changes in the executive per- 
sonnel of the Timken Roller Bearing 
Company include the promotion of 
J. W. Spray to the position of Manager 
of Sales, Automotive Division. He 
first came with the Timken company 
in April 1916, as automotive salesman. 
As the automotive industry was center- 
ing in and around Detroit, he was pro- 
moted to the position of District Man- 
ager, with offices in that city. In order 
to maintain the close contact with lead- 
ing manufacturers of motor vehicles 
and automotive equipment he will 
maintain his present offices. 





E. W. Austin has been promoted to 
the position of Assistant Manager of 
Sales, Automotive Division. He began | 
work with the Timken company in 1919 | 
as an automotive salesman. He was | 
promoted to the position of District 
Manager with offices in Cleveland. 
These offices will be maintained as in | 
the past, Sales work in the Eastern | 
territory will be under his direction. 


R. W. Ballentine has also been made 
Assistant Manager of Sales, Automotive 
Division. He came with the company 
in 1916 as an Automotive Salesman. 
Later, he was advanced tu the position 
of District Manager with offices in Mil- 
waukee. These offices will be main- 
tained. 

Peter C. Poss has been made As- 
sistant Advertising Manager. He has 
been in the advertising department of 
the Timken Company at Canton ince 
joining that organization. 


M. G. Michaels Joins 
India Tire & Rubber Co. 


M. G. Michaels has joined the sales 
force of the India Tire & Rubber Co., 
Akron, Ohio, working out of the New 
York branch. 

He was formerly with the Mason 
Rubber Co. and the Falls Tire Co. and 
has been active in the selling end of 
the tire business for the past twelve 
years. His efforts will be devoted 
mostly to selling in the bus tire field. 


J. H. McNulty, Chairman of 
Board, Buffalo Federal 
Reserve Bank 


From Buffalo comes word of the ap- 
pointment of J. H. McNulty, president 
of Pratt & Lambert, Inc., as chairman 
of the board of the Buffalo Federal Re- 











| 
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-serve Bank, of New York. For the past 


six months Mr. McNulty has been a 
director of this board, having been ap- 
pointed last June to fill the vacancy 


- caused by the death of the late Carlton 


M. Smith. 


Chandler & Farquhar Associ- 
-ates Hold Annual Meeting 


The annual meeting of the mutual 
benefit association of the Chandler & 
Farquhar Co., Boston, Mass., was held 
Jan. 13 at the Ritz-Carlton Hotel, 
Boston. A private suite was engaged 
including a double dining hall and ball- 
room. The following officers were 
elected: Roger W. Bell, president; 
Wellington Howes, Jr., vice-president; 
Robert M. Jones, treasury; Isabel 
Colvin, recording secretary; and Fred 
H. Jones, financial secretary. 

The Chandler & Farquhar Associates 
is a mutual benefit organization formed 
among the co-workers of the Chan- 
dler & Farquhar Co., several years ago 
and is unique in its undertaking. In- 
cluded among the features of the as- 
sociation are a Visiting Committee to 
call upon the sick and an insurance 
policy for every member of the asso- 
ciation in good standing. 


_F. A. Randolph & Co. 


Announce Removal 


F. A. Randolph & Co., manufacturer 
of lock washers, cotter pins, stove bolts, 
etc., and factory distributors of hard- 
ware and tools, announces a removal 
from 109 Lafayette St., to 99 Chambers 
St., New York City, effective Feb. 1. 











John Andrews, Jr., a 
By Westinghouse 


John Andrews, Jr., manager Cleve- 
land branch office Westinghouse Elec- 
tric & Mfg. Co. since 1922, has been 
transferred to the Detroit district 
office as manager, succeeding C. C. 
Owens, resigned. Mr. Andrews is a 
native of Pittsburgh, and has been in 
the employ of the Westinghouse com- 
pany since 1909. He served in various 
divisions of the Pittsburgh office until 
September 1917 when he was made 
manager industrial division. 


Carpenter-Morton Co. 
Elects Officers 


At the annual meeting of the Carpen- 
ter-Morton Co., manufacturers of var- 
nishes and enamels, 77 Sudbury Street, 
Boston, Mass., held recently, the fol- 
lowing officers were elected: George C. 
Morton, president; A. Irving McLauth- 
lin, vice-president, and William E. Gil- 
mour, treasurer. Silvanus Smith was 
elected a new member of the board of 
directors. He has been with the com- 
pany for twenty-three years, starting 
in the office and advancing through the 
shipping and retail departments. He 
then represented the company as trav- 
eling salesman for ten years, after 
which he was transferred to the posi- 
tion of store manager. For the past 
two years he has served as manager of 
the industrial department. 
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MANNING ABRASIVE 
(0.’S NEW BRANCHES 


The Manning Abrasive Co., Troy, 
N. Y., manufacturer of Speed-grits 
coated abrasives, has established three 
new branch offices and warehouses in 
important industrial centers. 

One of these is located at 64-66 
Ionia Avenue, S. W., Grand Rapids, 
Mich., and is in charge of Harry M. 
Baxter, who for ten years has repre- 
sented the company in that vicinity. 

A branch was opened on Jan. 2 at 
132 West Commerce Street, High Point, 
N. C., in charge of John A. Russell, 
who for several years past has called 
on the southeastern trade in that ter- 
ritory. 

On Jan. 2 a branch was also estab- 
lished at 505 Pearl Street, Buffalo, N. Y. 
Lewis R. Case, a well known figure 
among the western New York State 
trade, is in charge. These additions 
bring the total number of branches up 
to twelve, located advantageously in 
the important industrial centers of the 
country. 


E. L. Meadowcroft Now with 
Fraim-Slaymaker Hdw. Co. 


E. L. Meadowcroft, for the past 
twenty-one years connected with the 
Miller Lock Co., as senior salesman has 
become associated with the Fraim- 
Slaymaker Hardware Co., Inc., manu- 
facturer of locks, Lancaster, Pa., as 
assistant sales manager in charge of 
Field Promotion Work. 


F. A. Seaman Takes Over Sea- 
man Safety Bracket Co. 


Fletcher A. Seaman, president of the 
Seaman Safety Bracket Co., Rochester, 
N. Y., since its formaticn in 1923, has 
acquired the business and patents of 
the company and will continue manu- 
facturing operations under the same 
name. 


Annual Meeting of the Bridge 
& Beach Mfg. Co. 


The annual meeting of the stock- 
holders of the Bridge & Beach Mfg. 
Co., manufacturer of furnaces and 
humidifiers, 4204 N. Union Blvd., St. 
Louis, Mo., held Jan. 19, the following 
directors were reelected; Hudson E. 
Bridge, L. H. Booch, Henry C. Hoener, 
John F. Shepley, Louis H. Riecke, 
Laurence D. Bridge and George L. 
Bridge. 

The board of directors elected the 
following officers: Hudson E. Bridge, 
chairman of the board; L. H. Booch, 
president and manager; Henry C. 


Hoener, Laurence D. Bridge and George 
L. Bridge, vice-presidents; A. F. Gam- 
meter, treasurer, and Louis H. Riecke, 
secretary. 
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JOHN A. DENHOLM 
JOINS J. M. HART CO. 


Was Associated with Wright Wire 
Co. and Its Successor, Wickwire 
Spencer Steel Corp., for 26 Years 


John A. Denholm, for many years as- 





sociated with the Wright Wire Co., of | 


Worcester, Mass., and recently general 
sales manager of the Wickwire Spencer 
Steel Corporation, 41 East 42nd Street, 
New York City, has joined the John M. 
Hart Co., Old Colony Building, Chicago, 





~~ 


John A. Denholm 


jl]. Mr. Denholm has long been a prom- 
inent figure in the hardware industry, 
and his connection with the Wickwire 
Spencer Steel Corporation and its pre- 
decessor, the Wright Wire Co., covered 
a period of more than 26 years. The 
John M. Hart Co., with which he has 
become associated in an executive ca- 
pacity, handles the management of sales 
for the Hanover Wire Cloth Co. 


George E. Wood Dead 


George E. Wood, founder of the 
George E. Wood Tool Co., Plantsville, 





Works, New Britain, Conn., plant man- 
ager, died Thursday, Dec. 31, at the 
Meriden Hospital, following a paralytic 
stroke, in his sixty-sixth year. 


MacLean Libbey, Sales Mer., 


H. Boker & Co., Inc. 


MacLean Libbey, 
Stanley Insulating Co. and Landers. 
Frary & Clark, has been appointed 
sales manager for H. Boker & Co., 
manufacturer and importer of cutlery, 
hardware and steel, 101-103 Duane 
Street, New York. 


Appointed Metropolitan Dis- 
tributors for Acme Line 


Hammacher, Schlemmer & Co., New 
York City, has been appointed sole dis- 
tributcrs for Manhattan, Bronx and 
Richmond of the Acme White Lead & 
Color Co. line of Acme Quality paints, 
varnishes and enamels. 














| 
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TRADE TOPICS 
DISCUSSED BY 
PITTSBURGH DEALERS 


Frank Hegner Reelected Pres. 


The regular monthly meeting of the 
Pittsburgh Retail Hardware Dealers’ 
Association was held in the General 
Forbes Hotel, Pittsburgh, Pa., in De- 
cember. Following the usual luncheon 
the regular business of the organization 
was taken up and the election of officers 
for the ensuing year took place, result- 
ing in the following: President, Frank 
A. Hegner, Sewickley, Pa.; vice-presi- 
dents, Harry P. Beighley, Pittsburgh, 
Pa.; James M. Scott, Carnegie, Pa.; B. 
C. Nebo, Homestead, Pa., and J. E. Me- 
Cullough, Wilkinsburg, Pa.; treasurer, 
Theodore Backoefer, Pittsburgh, Pa.; 
Charles W. Scarborough, 
Pittsburgh, Pa. These officers will serve 
until June 30, 1927, by recent decision 
of the association. 

There was some surprise expressed 
when a number of the members stated 
that the volume of Christmas business 
did not measure up to expectations, not- 
withstanding the optimistic feeling 
which seemed to prevail for 1926. 

Some of the questions proposed for 
the January meeting were as follows: 

“What is the Matter with the Hard- 
ware Business?” 

“What is the Trouble with the Glass 


| Business?” 


“What Can the Pittsburgh Association 
Do to Stop the Practice of Large Manu- 
facturers Giving Their Product to Em- 


'ployees to Distribute Among Their 


_Friends—Thus Demoralizing the Sale 
‘of Their Line Through the Dealer?” 


On the last mentioned, Secretary 
Charles W. Scarborough states that he 
has received many compliments, espe- 
cially due to the activities of one of the 


: - | S turer: bituall 
Conn., and since its sale to The Stanley | !@rgest manufacturers who habitually 


follows this practice. As they have 


over 30,000 employees, living within a 


radius of 50 miles of Pittsburgh, one 
can readily judge how the dealers feel 
about it. 

President Hegner has already set to 
work with quite an active program for 


| 1926, and with his associates will en- 


_deavor to have a better attendance at 


formerly of the | the meetings. 


wee eee 


J. H. Lynch Promoted by 
Westinghouse 


J. H. Lynch has been promoted to the 


'managership of the New England mer- 
'chandising division, Westinghouse Elec- 





tric & Mfg. Co. with headquarters at 
Boston. Born in Connecticut he was 
educated in New Jersey and has spent 
many years in the various branches of 


the electrical industry throughout the 
| country. 
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R. W. HATCHER DISCUSSES CHARACTER 
AT METROPOLITAN BANQUET 


Herbert P. Sheets Tells of Hardware Council’s Activit:es— 
900 Guests Present 


A 


DISCUSSION of character as the greatest requisite of busi- 
ness by R. W. Hatcher, president of the National Retail 
Hardware Association was the feature of the twelfth annual 


banquet of the Metropolitan Hardware Association, held in the 
Grand Ball Room of the Hotel Commodore, New York City, on the 
evening of Jan. 22, under the auspices of the Brooklyn Hardware 
Dealers’ Association, the Hardware & Supply Association of Man- 
hattan and the Bronx and the North Jersey Hardware & Supply 


Association. 


President C. A. Bruhns presided, and | 


following the invocation by the Rev. | 
M. Joseph Twomey, D.D., who has the | 
distinction of being both a c'ergyman 
and a former hardware man, intro-| 





R. W. Hatcher 


_-ardware and manufacturers’ 
duced the first speaker of the evening, | 


Herbert P. Sheets, secretary of the 
National Retail Hardware Association. 
Mr. Sheets discussed briefly the aims 
and activities of the Hardware Council. 

He was followed by Mr. Hatcher, | 


| marks 
_ splendid work of Chairman H. H. Cor- 








reputation but it is exactly as it has 
been created by you, and its nature de- 
termines the measure of your success. 

The welfare of our country is insep- 
arably linked with its commercial op- 


erations, but the promoting of these en- 
_terprises must be furthered through the 


education and training of its business 
men to a higher appreciation of char- 
acter in business.” 

President C. A. Bruhns in his re- 
paid graceful tribute to the 


nell, R. J. Atkinson and other members 


of the banquet committee in their ar- 
_rangements for the event. 
_ concluded with a concert program. 
| More than nine hundred guests were | 


The dinner 


present. 


David M. Feder Joins 
Sickels-Loder Co. 


David M. Feder has joined the sales 
force of Sickels-Loder Co., wholesale 
agents, 
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nounced the opening on Jan. 1 of a new 
branch office at 8 Courtland St., At- 
lanta, Ga. Perfection products are now 
being sold through the new office direct 
to the dealers in Tennessee, Mississippi, 
Alabama, Georgia and Florida. 

Perfection devices, which consist of 
Perfection and Puritan Oil Cook Stoves 
and accessories, Perfection Room Heat- 
ers and Perfection Water Heaters, for- 
merly were marketed in these states 
and Kentucky by the Standard Oil Com- 
pany of Kentucky. The state of Ken- 
tucky is now part of the territory 
served direct from the Perfection 
branch office at Chicago. 





New Company Formed to 
Make Garden Tools 


The Connors Hoe & Tool Co., has 
been recently organized and incorpo- 
rated at Columbus, Ohio, with a capital 
stock of $250,000, to manufacture a 
line of hoes, rakes, forks, hooks, and 
other garden tools, and will be in the 
market this fall with their product. 

T. F. Connors, the president and man- 
ager of the company, has been engaged 
in this business for over thirty years, 
and recently resigned his position as 
vice-president and general manager of 
the Union Fork & Hoe Company, with 
whom he had been connected for the 
past eighteen years. 

Headquarters of the company have 
been established at Cleveland and Starr 
Aves., Columbus. 





J. J. Ghegan Retires from 
J. H. Bunnell & Co. 


Control of -J. H. Bunnell & Co., 
founded in 1879, manufacturer of tele- 
graph apparatus, a complete line of 
fire alarm apparatus and other elec- 
trical equipment, has been acquired by 
J. J. Raftery and J. G. Dougherty. 

Mr. Raftery, who has been elected 
president of the company, is well known 
in the electrical industry. Immediately 
after graduating from Amherst College 


he entered the employ of the Western 
| Electric Company where, for several 
_vears he was in charge of sales in the 


who said in part: “If I should be asked 
to point out the greatest essential in 
any business; if I should be asked to | 





define the one greatest requisite for 
success and permanency in any enter- | 
prise, I think I could, without fear of 
contradiction, point out character. 
Within a score of yvears a wonderful 
change has been wrought in the atmos- 
phere of commercial operations. The 
great power of public opinion has risen | 
to point a gigantic finger of condemna- | 
tion and scorn at those enterprises who | 
through devious and unfair methods | 
seek to exploit the public and their 
fellows. 

Did it ever occur to you that a char- 
acter could be impersonal and personal 
at the same time ? The character of 
your business is impersonal and yet its 
basis is your own personality. The 
character of a buiness is a live and 
tangible thing. It can be isolated and 





inspected. Your business has a charac- 
ter in your community. Some call it a 


Y, 
56-58 Murray St., New York City, and 


will travel some of the territories in 
Queens and Westchester counties. 








Perfection Stove Co. Opens 
Branch Office at Atlanta 


The Perfection Stove Co., Cleveland, 


Ohio, manufacturer of Perfection kero- 
sene-burning household devices, an- 


| 
| 
} 


| 





Eastern district. Later, for two years, 
he was Eastern general manager of 
the Manhattan Electrical Supply Com- 
pany, Inc. 

J. G. Dougherty, who will be vice- 
president and treasurer, comes from 
Bethlehem, Pa. He has been connected 
with the Illinois Steel Corp., and is a 
graduate engineer of Lehigh Univer- 
sity. 

The new interests bring to the firm 
young blood and experienced manage- 
ment. The retiring president, J. J. 
Ghegan, who has been associated with . 
Bunnell for 40 years, will retain a fi- 
nancial interest in the business and 
will continue to give to it the benefit 
of his long experience. Plans for en- 
larging the manufacturing end of the 
business, as well as for the further 
development of the jobbing end, are 
being worked out. 
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Trade Associations Target of 
Federal ‘Trade Commission 


By L. W. Moffett 


(Washington Bureau, HARDWARE AGE) 


Decisions of the United States Supreme Court last year in 


et trade association question has bobbed up again. 


the Maple Flooring and Cement Manufacturers’ cases had been 
commonly accepted as having brought this vexing issue to an end 
insofar as it related to the legal or illegal activities of trade asso- 


ciations. 


Those decisions set up a clear code which defined to an 


extent never before approached the bounds of the work of the asso- 


ciations. 


In giving a clean bill of health to both the Maple Flooring 


Association and Cement Manufacturers’ Association, the Supreme 
Court’s decisions automatically placed the seal of approval upon the 
vast bulk of the trade associations of the country. That followed 
simply because the activities of the Maple Flooring and Cement 
associations are largely similar to statistical work done by most of 
the trade associations of the country. 


But the Federal Trade Commission is 
at it again. After having received last 
year the O.K. of the Department of Jus- 
tice as to the right of the Federal Trade 
Commission to engage in investigations 
called for by Senate resolutions, the 
commission resumed a number of activi- 
ties which had lain dormant. The ques- 
tion had come up as to whether the 
commission could be delegated by either 
branch of Congress singly to undertake 
investigations. There was a division in 
the commission on the subject. Some 
members maintained that only by a 
joint resolution from both branches of 
Congress could it undertake inquiries, 
and at that the inquiries had to deal 
with certain specific matters, such as 
violation of the anti-trust laws, and 
could not deal with purely economic sub- 
jects. 

Among investigations which were 
held up pending the opinion of the At- 
torney General was one _ introduced 
more than one year ago by Senator Mc- 
Kellar, Democrat, of Tennessee. It was 
passed by the Senate and called for an 
investigation by the Federal Trade 
Commission into practices of so-called 
open price associations. The purpose 
is to find out if they are violating the 
anti-trust law through price fixing or 
other methods, including restraint of 
trade. 

Since the Supreme Court decisions 
mentioned it would seem that the issue 
had become obsolete. Yet the commis- 
sion has just prepared a questionnaire 
and flooded trade associations through- 
out the country with them. Regardless 
of the trade association and its work it 
has been regaled with the questionnaire. 
The commission itself will not make the 
questionnaire public; though curiously 
enough, the questionnaire itself is un- 
derstood to ask for the most intimate 








sort of information, regardless of its 
confidential character. 


Investigating “Open Price” 
Associations 


One reason given for sending the 
questionnaire to all known trade asso- 
ciations is that the commission admit- 
tedly does not know just what is meant 
by “open price” associations, such as 
are called for investigation by the Sen- 
ate resolution. Perhaps in this respect 
the lack of understanding on the part 
of the commission is more or less gen- 
eral, though the term used in its broad 
sense is known to refer to a class of 
associations, decidedly in the minority, 
which engage in illegal activities. No 
one has condemned them more strongly 
that Secretary of Commerce Hoover 
and no one has more strongly supported 
the work of legal trade association 
than Mr. Hoover. The commission is 
understood to have received replies 
from a number of associations which, 
not caring to go to the trouble of 
answering the questionnaire, and not 
caring perhaps to reveal some of the 
information desired, have said they are 
not of the open price kind and that 
therefore the questionnaire does not 
apply to them. But the commission is 
insisting on all of them filling out the 
questionnaire. It is maintained that 
this is necessary in order to determine 
what are and what are not open price 
associations. What the commission will 
do if some associations decline to 
answer upon second call remains to be 
seen. It may involve a nice legal issue 
as to the right of the commission to 
demand a certain type of business in- 
formation confidential in character but 
in no way illegal. The commission has 
been defeated on this issue in the past 


|in the court and once was told by the 
|Supreme Court that it had no right to 
go on “fishing expeditions.” That strik- 
ing phrase, however, it must be said 
meant that the commission must be 
specific in what it asks for and it is the 
understanding that the questionnaire in 
this respect meets the specifications to 
a nicety. Yet by no means does that 
imply that the commission has the 
right to demand all the information 
which it is seeking. 

It is pointed out that the vast ma- 
jority of the trade associations have 
no objections to answering the legiti- 
mate ‘subjects raised in the question- 
naire but many protest against the an- 
noyance, expense and interference with 
its work. They had assumed all of this 
was a matter of bygone days since the 
Supreme Court decisions. The hope is 
entertained by those who see the value 
of trade association work that the un- 
dertaking of the commission will not 
cause further disbandment of legitimate 
organizations, which, before the Su- 
preme Court decisions, had become a 
grave matter. 


Importance of Statistical 
Information 


Secretary Hoover in addressing the 
recent Distribution Conference of the 
Chamber of Commerce, pointed out 
plainly the great value that lies in col- 
lection of distribution of statistical in- 
formation and said the Government 
could do much in that direction. No 
other nation, he stated, provides so 
complete a service today. 

Then he added: 

“Tt needs still greater improvement. 
However, a considerable part of our 
statistical service can be better pro- 
vided by the different trades themselves 
than by the Government. 

“Right here some tormentors of prog- 
ress will rise to say that the collection 
of statistics by the trade may be used 
to flimflam the public. They can be 
so used. They have been so used. Like- 
wise, automobiles have been used for 
purposes of bootlegging but it is not 
necessary to suppress the use of auto- 
mobiles on this account, nor is it neces- 
sary to allow them bootlegging privi- 
leges. 

“There is a phase of statistical ser- 
vice that has not been fully studied or 
fully explored. We are almost 
wholly lacking in the basic data as to 
distribution. If we had a cen- 
sus of distribution I am convinced that 
this information would automatically 
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eliminate a great amount of waste in 
the whole distribution machinery. High 
pressure selling and marketing expen- 
diture in unprofitable areas is a na- 
tional waste. We do not know where 
these areas are today.” 


Conditions in Glass Industry 


F interest to the wholesaler and re- 

tailer dealing in glass is an article 
in the January number of the Monthly 
Labor Review, Department of Labor. 
The article discusses conditions in the 
glass industry, the question of quantity 
production versus quality production, of 
handling home-made glass, and the 
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glass industry’s solution of the over- 
development problem. The agreement 
between the glass manufacturers and 
the workers by which the running time 
of the factories is regulated is said to 
be a solution of the overproduction 
problem “that challenges the attention 
of every industry today, and will even- 
tually challenge the admiration of and 
be imitated by every industry where its 
principle can be made to apply.” 

The publication also has an article 
giving a comparison of average wage 
rates with the cost of living based on 
the purchasing power of wages in 1913. 
It shows, at the present time, an in- 








Wall of Disston Grindstones 
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crease in the buying power of wages of 
union workers and also of workers in 
three organized industries. This appa- 
rent increase is offset, however, accord- 
ing to the article, by the fact that the 
comparison is based on average hourly 
wage rates received only when em- 
ployed and not on actual annual earn- 
ings which had to be stretched over any 
idle time that occurred, while the 
changes in the relative purchasing 
power of wages were also subjected to 
violent fluctuations during the 13-year 
period dealt with, the increase in pur- 
chasing power of wages being confined 
largely to the past five years. 


In addition to these walls, grindstones serve as 








STONE wall several blocks long, built of 
A grindstones used in making Disston saws, is 

one of the unique sights of Philadelphia. 
This wall, part of which is shown in the accompany- 
ing photograph, was built along two sides of the 
65-acre tract occupied by the saw works of Henry 
Disston & Sons, Inc., in the Tacony section of Phila- 
delphia. Along a third side, which faces on the 
Delaware River, is a massive retaining wall also con- 
structed of grindstones. Then, just for good measure, 
still more grindstones were used to build the Tacony 
Baptist Church, which is attended by many of the 
3600 Disston workers and members of their families. 

All these stones were worn out in grinding saws 
and other tools in the Disston plant. More than 2500 
of them were used in building the church alone. No 
record was kept of how many thousands went into 
the wall around the plant and the retaining wall on 
the river front, but the total was many times as great 
as the number used in the church. 

In constructing the retaining wall the grindstones 
were used just as they were discarded from the fac- 
tory, but for the wall around the plant and for 
building the church the stones were carefully squared, 
and no one looking at church or wall ever would 
imagine that they were built of grindstones. - 


the foundation for roads within the area occupied 
by the 68 factory buildings that compose the Disston 





works. At present there are several thousand worn 
grindstones piled up in the factory yard waiting for 
some new use to be found for them. 








A Word of Appreciation - 


LLEW S. SOULE, Editor, 
HARDWARE AGE, 
New York City. 
DEAR SIR:— 


I take this opportunity of congratulating you on your splendid magazine. 


I have been a 


reader of HARDWARE AGE for several years, and it undoubtedly is a leader in hardware maga- 
zines. HARDWARE AGE is surely a very generous magazine in that it deals with all phases of the 
hardware business. For instance, an article or so of interest to the manager, an article or so 
which should appeal to the clerks, quotations of interest to the buyers, and last, but not least, 
a generous space devoted to windows and window trimming. 


Very truly yours, 
CLYDE C. WOODWARD. 
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‘Electric Washer Features 
Durable Construction 


The Automatic Electric Washer Co., 
Newton, Iowa, has announced a new 
model 76 copper tub electric washer 
embodying a number of improved fea- 
tures. It is equipped with an improved 
metal wringer, built on the unit prin- 
ciple, every part instantly removable, 
without the use of tools. 
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Constructed of 16-gauge rolled steel, 
deeply embossed and electric spot- 
welded, with a Duco olive green finish, 
the base completely enclosing all mov- 
ing parts, it operates on the hydro-disc 
washing principle. The top, which 
forms a double lid, completely enclos- 
ing the machine-cut gears which oper- 
ate the hydro-disc is of aluminum, as- 
suring a lifetime of service, as there is 
nothing to check, warp or corrode. 
Other features of this new washer are 
improved silent top drive, oilless bear- 
ings, machine-cut gears and an effi- 
cient electric motor. 





New Foot Throttle Has 
Automatic Foot Rest 


A new and unique foot accelerator 
for Fords has been announced by the 
Blackhawk Mfg. Company, of Mil- 
waukee, Wis. This new item is known 
as the “Rest-a-Foot Throttle’—a com- 
bination of complete accelerator and 





automatic foot rest designed to relieve 
leg weariness and foot strain, as it pro- 
vides full support for foot at all speeds. 
Weight of foot holds throttle steady and 
balances back pressure. Merely shift- 
ing the weight of foot from gas button 
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to foot rest will automatically hold gas 
button at desired speed. 

To comfort it adds steady gas feed— 
eliminating lurching or jerking, as 
weight of foot holds throttle steady, 
giving even power over roughest roads. 

It is easily installed—both throttle 
and connections are simple and sturdy 
in construction. Nothing complicated, 
pressure for gas feed placed directly 
on gas button and foot rest automati- 
cally follows. 





Unique Sport Toy Fits 
Shoe Like a Skate 


The Littlefield Mfg. Co., 647 North 
Green Street, Chicago, IIl., has recently 
placed on the market a new toy, de- 
signed especially for children, and 
known as the Kangru-Springshu. 

A feature of this new toy is the fact 
that there is nothing to break or be 


ae 





damaged. Fastening on the foot like 
a skate, with toe straps and strap 
across the ankle, attached to large 
leather cuffs, it creates untold pleasure 
for a child. Although primarily an 
— item, it can be used inside as 
well. 





New Furnace Features—Heat 
Flues in Base 


Designed especially for use in homes 
without cellars, the Monitor Furnace 
Co., Cincinnati, Ohio, has placed on 
the market a new type of furnace, 
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known in the trade as the Monitor Im- 
proved Floor Furnace. Constructed 
with heat flue openings in the base, it 
features the elimination of drafty 
floors. It measures 51 inches in 
height; 23 inches in width, and weighs 
450 lbs. At present it is avaliable in 
two finishes, grained mahogany and 
plain blue steel. 


me ese 


Heavy Duty Industrial 
Wrench Sets 


A special, heavy duty, industrial 
wrench set, designed to fill the needs 
of engine builders, electric and steam 
railways, power plants and oil re- 





fineries has been placed on the market 
-- Bag Blackhawk Mfg. Co., Milwaukee, 
is. 

It is equipped with a six foot exten- 
sion bar to be used in connection with 
the ratchet wrench and is guaranteed 
to stand up under extraordinary hard 
usage. 


American Steel Wool in 
New Form 


The American Steel Wool Mfg. Co., 
Inc., 9, 11, 13 Desbrosses Street, New 
York, is now marketing an entirely new 
form of steel wool. The improved prod- 
uct bears the trade name of Handi- 
Rolls and consists of a fine quality of 
steel wool formed into convenient rolls 
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that are easier to handle and to use. 
It readily adapts itself to any shape, 
corner or surface and can be used wet 
or dry with equal efficiency. 

This form has been adopted to elim- 
inate the necessity of tearing steel wool 
apart to get enough for use, also as a 
means of differentiating it from other 
brands of steel wool on the market. 

There are three grades of Handi- 
Rolls, fine, medium and coarse. The 
fine and medium contains six rolls; 
coarse, two large rolls. They are packed 
one dozen in an attractive container, 
12 dozen in a case. 
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New Wheelbarrow Has | 


; 
| 
| 


Light Weight Feature 


| 

| 

The Sterling Wheelbarrow Co., Mil- | 

waukee, Wis., has placed on the market | 

a new utility home barrow, known under 
the trade name “Handie-Baro.” 

This barrow is designed 

around the home, and its 


for use 
name 


whey 





synonymous as to its handy purpose. It 


weighs only 35 lb., yet has a load .ca- | 
pacity of 500 lb., or more, and can be | 
is | 


stored in a very small space. It 
easily handled and can be transported 
in a coupe type automobile. 

The load is balanced over the wheel 
to lighten the weight on the arms and | 
can be easily handled by a small boy, | 
and is large enough for utility work for 


the man of the house. | 


A feature of the “Handie-Baro” is | 
the method by which it is packed for 
shipment and sold by the retail hard- 
ware trade. It is packed in a carton | 
form. All parts are intact in a single 


box, assuring good condition when pur- | 


chased, and can be readily assembled 
either by the dealer or by the one who 
buys it. 

Carton packing gives a decided ad- 
vantage to the dealer as this packing 
method means less storage space and 
minimum of delivery cost. 





New Bottle Capper Has 
Spring Handle Lift 


The Everedy Company, Frederick, 


is | 


the 


height, 





Md., has placed on the market a new 
bottle capper that is being very favor- 





ably received by the trade and consumer 
alike. 
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The new capper has what the manu- 
facturers designate as a “Spring Han- 
dle .Lift.” This device permits the 
handle of the capper to spring back so 
that it is immediately in position to cap 
the next bottle, which gives speed in 


bottling as well as absolute protection 


against breakage. Also it provides 


power with little effort. 





The entire Everedy line of bottle cap- | 


pers for this season is of all-steel con- 
struction, heavily nickel plated and of 
handsome appearance. 





Compressed Air Sprayer of 
Brass or Steel Construction 


Designated under the trade name of 
“Acme Junior” 
the 
City, 


Compressed Air 
Potato Implement Co., 
Mich., has_ recently 


Sprayer, 
Traverse 





placed on the market a new sprayer of | 


this type. 

“The tank is strong galvanized steel 
or brass, lap seamed body; heavy con- 
vexed heads seamed in by special ma- 
chinery, all seams well soldered and 
securely riveted. Diameter is 7 in.; 
11% in.; capacity 1% gal. 
Tested to 50 lb. air pressure. 

“The pump is of seamless brass and 
1% in. in diameter, 11 in. long, fitted 
with oil-resisting rubber check valve 
and sealed into the top of the tank with 
heavy threads, preventing ait escaping 
at this point. Bright steel plunger rod, 
quick acting efficient plunger, own spe- 
cial type. 
filling. 

“The nozzle is of solid brass with 
spring of phosphor bronze, which will 
not corrode nor clog. Spray covers even 
all over, leaving no blank space in cen- 
ter. Each joint is absolutely water and 
air tight. Back packing gland is ad- 


_ justable, which avoids taking nozzle 
apart in case the packing gives out. 
Sprayer is under perfect automatic con- 


trol and due to its exceptional fine 
spray, saves time and material. Nozzle 
is interchangeable, can be taken apart 
and reassembled in a few seconds.” 





Can Opener Cuts Entire 
Lid Off from Can 


The Utilities Mfg. Co., 218 George 
St., New Haven, Conn., has recently 
placed on the market a new type of 


Pump easily removed for | 
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can opener, known in the trade as the 
Century Can Opener. It is 7% in. in 
length, made of English tool steel with 





Century Can Opener 


a blued finish and has no loose parts. 
Designed to cut the entire lid out of 
a can it also prevents the lid from 





Yale Can Opener 


pulling up or cutting the hand and cuts 
close to the wall of the can. 

The same company is offering the 
Yale can opener which has all of the 
features of the Century model, but has 
smaller single two edge cutters, which 


| measure 6% in. in length, with a rub- 
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| beroid handle. 
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Poultry Fountain Has 
Drop Bottom Feature 


Constructed of tin plate, with a drop 
Co., Inc., manufac- 
turer of poultry supplies and equip- 
ment, North Chicago, IIl., has recently 





placed on the market a new poultry 
fountain feeder, designed especially for 
buttermilk and sour milk, with a ca- 
pacity of one gallon. It is provided 
with a sturdy handle and may be hung 
on the wall, out of the litter, thus mak- 
ing it easy to fill and keep clean. 


Freshman December Sales 


Show Increase 


The Charles Freshman Co., Inc., 
New York and Chicago, manufacturer 
of the Freshman Masterpiece line of 
five tube radio receiving sets, has just 
reported that their gross sales of the 
month of December were the largest 
that the company has ever had. The 
total was $1,793,924.95. 





Orton A. Laine Dies 


Orton A. Laine, president of the 
Laine Hardware Co., Canisteo, N. Y., 
and a pioneer hardware man of west- 
ern New York for sixty years, died at 
his home in that city, Jan. 18, of pneu- 
monia. He was 75 years of age. 
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General Market News 








LOOK FOR GOOD HARDWARE SALES IN 1926— 
COLLECTIONS FAVORABLE—PRICES FIRM 


“Judging from present indications, hardware sales during 1926 
will attain excellent proportions, according to reports from the 


various market centers. 


Business so far has been excellent, and in 


some centers substantially greater than for the same period last 


year. 


Prices are generally firm, and with no possibility of declines 


in prospects retailers are not inclined to delay the filling of their 
requirements. Crop conditions in the Northwest a e satisfactory, 
in consequence of which collections are favorable, and the public 


in a better buying position than for several years. 
tion also applies to other sections. 


This condi- 
With inventories practically 


completed, retailers are now in a position to turn their attention to 


the stocking of empty shelves. 


The sale of spring nierchandise is 
at last beginning to assume sizable proportions, while the move- 
ment of staple lines continues good. 





Northwest Looks for Good 
Year 


Dealers in the Northwest tributary 
to the Twin Cities are predicting an ex- 
cellent year in business. Sales totals 
for the first two weeks of the new year, 
according to the report of several deal- 
ers, representative of the larger and 
the smaller stores, indicate .that busi- 
ness is opening up for the new year 
better than for the same period of last 
year. 

With the returns for the crop for last 
year coming back toward the sources 
of supply of merchandise, jobbers and 
dealers in the larger centers are look- 
ing for an increase in business. The 
long-standing “frozen credits” so often 
mentioned in connection with the North- 
west are practically cleared away, and 
the public is in better position to buy 
than for several years. 





Seasonal and Spring Lines 
Active in Pittsburgh 


Fairly good business is reported by 
Pittsburgh hardware jobbers, who with 
their salesmen all out on the road, now 
are getting a pretty steady stream of 
orders for seasonal lines and also are 
making larger shipments of spring 
goods where the retailers have room 
for storage. It is not an active mar- 
ket, but there is no doubt that business 
is well over the inventory lull and there 
is a good feeling as to the prospects for 
spring business. No important price 
changes have been reported. Manu- 


facturers of picks and mattocks, how- 
ever, are making an effort to get rid 
of the extra discounts that developed as 
a result of the keen competition for 








business last year. Collections still are 
described as only fair. 


Lock Sets Cheaper in the 





| cago. 


in Metal 


Outlook Good 
Trades 


The business outlook for 1926 was 
pronounced excellent by of 100 
selected metal-working plants in answer 
to a questionnaire sent out by the Na- 
tional Metal Trades Association, Chi- 
Fifty-six plants described the 


yor 
eye) 


_ outlook as good, three called it fair and 


one said it was poor. Eighty-five per 
cent of the plants questioned reported 
an increase in production per man dur- 
ing the past year. Among the means 
used to increase output, 24 plants men- 
tioned better tools, 28 named improved 
methods, 23 emphasized organization 
and supervision, 8 named a follow-up 


system, and 17, extra wage incentives. 





Boston Market 


Lock sets are cheaper in the Boston 
hardware market, and lower prices are 
noted on three pruners. One make of 
pocket knives has been revised in price. 
Some knives are higher, but most of 
them are lower, the changes in either 
direction being small. List prices on 
washing machines are quite a little 
higher, but larger discounts are allowed, 
consequently the net cost to the retail 
dealers is practically the same as 
heretofore. No other price changes of 
importance are noted. 





Sales Improving in Chicago 


The market, taken as a whole, during 
the past week, has been very firm. 
There has been about a 10 per cent re- 
duction made by local jobbers on wood 
screws. Turpentine advanced 10c. per 
gallon. 

The balance of the staples remain the 
same. 


Prices Firm pm the New York 


Market 


Conditions prevailing in the New 
York wholesale market remained prac- 
tically unchanged during the past week. 
Prices are firm on practically all lines, 
and there is no prospect of any declines 
of any magnitude in the near future. 
What changes occurred were mostly in 
the nature of minor readjustments. An 
increasing movement of spring mer- 
chandise is reported, while the sale of 
staple items continues excellent. | 


nae 


Increases Likely in Cincinnati 


While orders for early delivery have 
only been moderate in volume, booking's 
for shipment during February and 
March have attained satisfactory pro- 
portions, according to Cincinnati job- 
bers. Retail business in Cincinnati and 


_ nearby communities has suffered some- 


' what because of the usual falling off 

















in trade during January, and the tem- 
porary dullness has naturally affected 
the sales of jobbers. A recent drop in 
temperature, accompanied by a snow 
storm of more than normal severity, re- 
sulted in an active demand for winter 
automobile accessories, and for such 
articles as ice skates, sleds and snow 
shovels. Prices are showing strength 
and although there have been no 
changes in the past two weeks, increases 
in several commodities are likely in the 
near future. 


Business Outlook Favorable 


Continuing good business for the im- 
mediate future is the outlook at the 
beginning of 1926, according to the cur- 
rent issue of the Guaranty Survey, 
which has just been issued by the Guar- 
anty Trust Company of New York. 

“The end of the year,” the “Survey’ 
states, “finds business as a whole con- 
siderably more active than at the close 

“The end of the year,” the Survey 
not been striking, but they have been 
fairly regular. As in each of the two 
years preceding, there was a distinct 
recession in industrial output and in 
the volume of trade during the spring 
and summer. The decline was by no 
means so sharp, however, as that of 
last year; and, with the substantial re- 
covery of the last few months, nearly 
all branches of business will be able to 
report satisfactory results from the 
year’s operations. 


’ 
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Retail Demand in Chicago Territory— 
Prices on Most Lines Firm 


(Chicago office of HARDWARE AGE) 


USINESS in all hardware lines is becoming unusually active 


for this season of the year. 


Trade reports, covering all sec- 


tions, are very favorable, with dealers coming into the market 

in good numbers for various lines of merchandise, inventories hav- 

ing revealed that their stocks were running low and reports showing 
that good profits were made last year. 

While there has been local price-cutting on some of the staple 

items, the market, taken as a whole, is very firm. Jobbers have 

made a downward revision of about 10 per cent in the price of wood 


screws; turpentine advanced 10c. 


per gallon. While manufacturers 


of builders’ hardware have not advanced prices, they concede the 
fact that present market prices of heavy beveled sets, rim lock sets, 
glass knob sets and other commercial items in their line are lower 


than their cost of production. 


Naturally, with this condition exist- 


ing, there will, unquestionably, be advances made on these items. 
Building permits for the first ten days of January ran ahead of 
those of the corresponding period of last year. 

Steel mills are operating at between 88 and 90 per cent of capacity 
and the industry is very much satisfied regarding business for at 
least the first quarter, as they report new tonnage is coming in 


freely. 


Retailers have started in holding their various State conventions, 
early reports showing that they are being well attended and a good 


deal of interest manifested. 


AUTOMOBILE ACCESSORIES.—Busi- 
ness is increasing. Prices are un- 
changed. 


We quote from jobbers’ 
f.o.b. Chicago: 

Spark Plugs.—Splitdorf, 50c. each; 
regular, 58c. each; Champion X, 45c. 
each; Champion Blue Box line, 53c. 


stocks, 


each: A. C. Titan, 58c. each; lots of 

100, 56c. A. C. Special Ford, 44c. 

each. 

$6 ED Light. — Anderson, No. 3280, 
Horn. — A. A. Electric (Ford), $4 

each. 


Jacks.— National Standard No. 21, 
$1.20 each. 

— Rose, 1%%-in. cylinder, 

Chains.—Non-skid, dozen pair lots, 
33% per cent: discount. 

Tires and tubes.—30x3% oversize 
cord tires, $12.55 each; regular cord, 
$8.60 each; gray inner tubes, 30 x 
3%, $1.80 each; red inner tubes, 30 x 


3%, $2.25 each. 
AXES.—Sales are normally good. Prices 
are the same as those ruling last fall. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: First uality single 
bitted unhandled axes, 3 to 4 Ib., $14 
doz. base; double bitted, $19 doz. 
base; good quality black unhandled 
axes, same weight, single bitted, $13 
doz. ‘base; single bitted handled axes, 
$15.50 to $24 per doz., according to 
quality and grade of handle; special 
unguaranteed handled axes, $12 per 
doz. base. 


BOLTS AND NUTS.—A good volume 
of business is coming in. Prices are 


firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago; Carriage bolts, cut 
thread, 45-5 per cent discount; small 
carriage bolts, rolled thread, 50-5 
per cent discount; machine bolts, 
cut thread, 60-5 per cent discount; 
small machine bolts, rolled thread, 
50-10-5 per cent discount; all stove 
bolts, 75-5 per cent discount; lag 
screws, 60 per cent discount. 





| | BUILDERS’ HARDWARE.—Sales, 
| naturally, in the month of January are 
|rather quiet, but indications are that 
‘with the present building program 
going ahead, builders’ hardware will be 
_in good demand. 


We quote from jobbers’ stocks, 
f.o.b. Chicago, 3% x 3% steel butts, 
old copper and dull brass finish, $2.70 
per doz. pair; 4 x 4 steel butts, old 
copper and dull brass finish, $3.66 
per doz. pair; heavy steel bevel in- 
side sets $6.25 per doz.; steel bit- 
keyed front door sets, $1.65 per set; 
wrought brass bit-keyed front door 
sets, $3.25 per set; cylinder front 
door sets, $7.50 per set. 


CHAIN.—Prices remain the same as 
last reported. Orders are coming in in 
good volume. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: g-in. proof. coil 
chains, $8.50 per 100 lb.: Tenso, Bull 
Dog and Brown coil chains, 50-10 per 
cent discount. No. 00-4% electric 
welded cow ties, $2.75 per doz. 


COPPER RIVETS AND BURRS.— 
| Prices are unchanged. Sales are satis- 
factory. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Copper rivets and 
burrs, 45 per cent discount. 


ELECTRICAL AND RADIO MER- 
CHANDISE.—The demand is very good 
for January, which is usually a quiet 
month in the electrical field. 

















We =. from jobbers’ stocks, 
f.o.b. Chica 
iemetens. alain —No. 14 


rubber-covered wire, $8 per 1000 ft.; 
in 1000-ft. 1 N 


brush brass key 
18c. each; two-way plugs, 
in lots of 10, 40c. each; 
attachment plugs, 12c. 


sockets, 
45ec. each; 
two-piece 











each; dry cells, boxes of 50, 30%c. 
each; less than case lots, 34c. each. 
Radio Supplies.—Radio B batteries, 


No. 766, $1.40 each; No. 767, $2.62 

each; No. 770, $3.38, each; No. 772, 

$2.62 each; No. $3.85 each. , 
ots 


7 FN hy A — 
of less than 10, $13.50 each, net 

Loud §$ peakers.— Western Electric, 
No. 522W, $9.50 list. Discount, 30 per 
cent. 


FIELD FENCE.—Jobbers are begin- 
ning to ship futures, and in some sec- 
tions, where there seems to be an early 
spring, they are getting some current 


business. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 726-6-12%4; $29.02 per 
4 rods; 1848-6-14%, $14.08 per 100 
rods. 


FILES.—Prices are firm. The demand 
is normal. 


We quote from jobbers’ stocks, 
f.o.b. Chicago. American files, 60-10 
per cent off list; Nicholson files, 50 
per cent off list; Black Diamond files, 
40-10-5 per cent off list. 


GALVANIZED WARE.— Except for 
jobbers’ leaders, the market is un- 
changed, as manufacturers’ prices are 
firm with no indications of any surplus 
liquidating. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: Standard galvanized 
after made tubs, No. 1, $6.35; No. 2, 
$7.20; No. 3, $8.35; 10- -at. galvanized 
after made pails, $2. 25; 12-qt., $2.45; 


14-qt., $2.75; 5-gal. galvanized oil 
cans, galvanized breast, $7.50 doz. 


GARDEN HOSE AND LAWN SPRIN- 
KLERS.—Orders for spring delivery 
compare favorably with those of a year 
ago, with prices unchanged. 


We quote from jobbers’ 
f.o.b. Chicago: Garden hose, 
quality, molded hose, ¥4-in., 
per ft.; %-in., 14c. per ft.; 5-ply, 
good quality, wrapped, -in.; 9c. per 
ft.; %-in., lle. per f wn sprin- 
klers, Rain King, $28 doz.; original 
fountain > hog doz.; Rainbow, 
38-in. high, $24 


GLASS AND P U T T Y.—Sales are 
rather slow; stocks are good, and an 
improvement in the demand is expected. 


We quote from jobbers’ stocks, 
f.o.b. Chicago; Single strength A, 
25-in. bracket, 85 per cent discount; 
single strength A, 34 to 40-in. brack- 
et, 82 per cent discount; single 
strength A, all other brackets, 81 
per cent discount; double strength 
A, all sizes, 82 per cent discount; 
double strength B, up to 4 in., 87 
per cent discount; ee song R5 ood 
cent. Putty, pure grad 3.75 
100 1lb.; commercial, $3. 40. per 100 Mb. 


HATCHETS.—Although there has been 
an advance made in the price of 
hatchets, jobbers, up to date, have not 
changed their retail prices. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: First quality hatch- 


stocks, 
good 
11%c. 


ets, No. 2 shingling, $11.20 doz.; first 
quality hatchets, No. 2 broad, $14.45 
doz.; medium quality hatchets, No. 


2 shingling, $7.25 doz.; medium qual- 
ity hatchets, No. 2 broad, $10.50 doz. 


HANDLED HAMMERS.—The demand 
continues heavy, and although prices 
are advancing, local jobbers are accept- 
ing orders at the old prices. 


We quote from jobbers’ stocks, 


f.o.b. Chicago: Vaughan-Bushnell, 
16-oz. nail hammers, $10.50 doz.; 
Maydole, $12.60 doz.; other makes, 
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16-0z. machinist hammers, $7.85 doz.; 
Competitive grade, it-oz. nail ham- 
mers, $4.50 to $6. 


HANDLES, AGRICULTURAL.—Prices 
are irm. ‘he demand is active. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 

Hay Fork WHandies. — Straight, 
dashed and oy best grade, 4 4,, - 
ft., $4.00 doz.; o-ft., $5.50 doz.; XA, 
444-1t., $4 doz.; 5- -tt., $4.80 doz.; X&, 


44.-ft.,. $2.40 doz. ; ; d- ~ S ‘ 

Hay Fork Handles. —Bent, chucked 
and bored, best grade, with strap, 
ferrule and cap, 4%-ft., $7.00 doz.; 
d-ft., $8.50 doz.; XX bent, with strap, 
ferrule and cap, 4-ft., $3.50 doz.; 4%- 
™ $5.75 doz.; XX, bent, 4%-ft., $4.50 
a 5-ft., $5. 50 doz.; X, vent, 4%- 

$3 doz.; 5-ft., $3.40. 

“hetnaes Fork ‘Handles. —Bent, best 
grade, 4-ft., $4.75 doz.; 4%-ft., $5.10 
doz.; XX, bent, 4-ft., $4.15 doz.; 4%- 
ft., $4.40 doz.; bent, 4-ft., $2.60 
doz.; 4%-ft., $2.95 doz. 

Garden Hoe Handles.—XX, 4 -ft., 
$3.45 doz.; A, 414-ft., $2.40 doz. 

Garden Rake _ Handles.—XX, 5'4- 
ft., $5.25 doz.; X, 5'%-ft., $3.25 doz. 

Shovel Handles. —Regular pattern, 
-+ @ 4%4-ft., $5.90 doz.; X, 4%-ft., 
$3.90 doz.; D handle, best grade, $7.95 
doz.;. X. grade, $6 doz. 

Spade Handles.—D handles, best 
grade, $7.75 doz.; X grade, $6 doz. 

HANDLES, TOOL.—A satisfactory vol- 
ume of business is reported. Prices re- 
main unchanged. 

We quote from jobbers’ 
f.o.b. Chicago: 

Axe Handles.—No. 1 Hickory, $4 
doz.; No. 2, $3 doz.; second growth 
hickory, $5 doz; finest selected sec- 
ond growth hickory, $6 doz. 

Hatchet and Hammer Handles. — 
No. 1, 90c. doz.; , finest second growth 
hickory, $1.50 doz. 


HINGES.—Orders are coming in in fair 


stocks, 


volume. No change in price is noted. 
We quote from jobbers’ stocks, 
f.o.b. Chicago: Heavy strap hinges, 


in bundles, 4-in., $1.03; 5-in. 2; 
6-in., $1.60; 8- -in., $2.70; 10-in., $4.30 
per doz. pairs; extra heavy T Hinges, 
in bundles, 4-in., $1.56; 5-in., $1.66; 
6-in., $2.08; S8-in., $3.56; -10-in., $5.10 
per doz. pairs. 


ICE CREAM FREEZERS.—Orders are 
being booked for spring delivery. 
Prices are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: White Mountain, 
1-qt., $4.85 list; 2-qt., $5. 65 list; 3-qt., 
$6.75 list; 4- at., $8.: 25 list; 6-qt., 
$10.45 list; 8-qt., $13.50 list; 10-qt., 
$18 list; 12-qt., $21.55 list; 15-qt., 
ery 60 list; 20-qt., $33.20 list; 25-qt., 


$42.60 list; Arctic, 1-qt., $4 list; 2-qt., 
$4.60 list; 3-qt., $5. 55 list; 4-qt., $6.80 
list; 6-qt., $8. 60 list; 8-qt., $11. 10 list. 


All the above less 50 per cent dis- 
count. Alaska, 1-qt., $2.95 list; 2-qt., 
$3.45 list; 3-qt., $4.10 list; 4- -qt., $3 
list; 6-qt., $6.30 list; 8-qt., $8.20 list; 
10 qt., $10.75 list; 12-qt., $14 list: 
15-qt., $17 list; 20- -qt., $21.50 list. A 
discount of 20 ‘and 10 per cent on all 
above prices. 


ICE SKATES.—The demand continues 
to be good. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Key Clamp, Rocker, 
Men’s and Boys’, bright finish, 75c. 
pair. Half Key Clamps, Rocker, 
Women’s and Girls’, $1 pair; Key 
Clamp, Hockey, Men’s and Boys’, 
$1.20 pair; Half Key Clamp, Hockey, 
Women’s and Girls’, $1.40 pair; 
Tubular Skates, Men’s or Women’s, 
Racer or Hockey, $5.50 pair. 

A few 


LANTERNS.—Sales are fair. 
if any changes in price are looked for 


this year. 

We quote from. jobbers’ stocks 
f.o.b. Chicago: Dietz D-Lite, $13 doz.; 
with large fount, $14.25 doz.: Little 
Wizard, $8.50 doz.; Blizzard, $13 doz. 

LARD PRESSES AND SAUSAGE 
STUFFERS.—The demand is normal. 


Prices are firm. 
cnn quote from jobbers’ stocks, 
o.b. Chicago: Enterprise No. 25, 


+ a $7.28 each; No. 31, 6-qt., $7.89 
each; No. 35, g-qt., $8. 67 each. 
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LAWN MOWERS.—Although most of 
the dealers anticipated their require- 
ments early in the fall, a few scatter- 
ing orders are being placed for March 
1 delivery. 

We quote from jobbers’ 
f.o.b. Chicago: 

Lawn Mowers.—l6-in. ball bearing, 
o-Knilte, Lil-in. wheels, $12.35 eacn; 
16-in. ball bearing, 4- knife. 104. -in. 
wheels, $10 each; 16-in., plain beai- 
ing, 4-knife, 1014 -in. Wheels, $38.60 
each; 1lt-in. ball bearing, 4-knife, 
¥-in. Wheels, $/.85 each; 16-in., plain 
bearing, 4-Knife, 9-in. wheels, $7.30 
each; 16-in. ball bearing, 4-knife, 
S-in. Wheels, $8 each; Ilt-in. plain 
bearing, 3-knife, 8-in, wheels, $5.85 
each, 

N AILS.—Prices are unchanged; the de- 
mand is steady. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: Common wire nails, 
$3.15 per keg base; cement coated, 
$2.20 per keg basg. The extra for 
galvanized nails is now $2 for 1-in. 
_— longer, $2.25 for shorter than 
-in. 

OIL STOVES.—Very satisfactory sales 
are reported. 


These are list prices. 
counts are noted after 


stocks, 


Dealers’ dis- 
each group. 


PERFECTION 
Ss Fe | are $17.50 
es Se OED. oc ccccecceces 22.50 
ee ee a? IS og wnctenceues 28.50 
Bee ee iio oc xv veccvecee 39.50 


Perfection dealers’ discount, 30 and 
5 per cent on lots of 10 or more; on 
less than 10, 30 per cent. 
es de {improved Model)— 


Nn bad ae he ewe $17.50 
No ‘3 ; ee 22.50 
ee 28.50 
Puritan discounts same as Per- 
fection 
NESCO— 
i eee 
> ee Pe ee Lé.35 
No. 213 3 DUPMEFS.......cccccccsaeO 
ee a 
Mo. 3i5 & DUFMOTS. «...cccccccccet 39.50 
No. 1102 high shelf only........ : 0.2 
No. 1103 high shelf only........ 6.50 
No. 1104 high shell only........ 8.00 
No. 1105 high shelf only........ 9.75 
Nesco dealers’ discount, 30 and 5 
per cent. 
Ovens 
PERFECTION— 
No. 211 1 burner plain door.. .$2.50 


No. 211G 1 burner glass door... 2. 
No. 121G 1 burner glass dwor... 4.90 
No. 122G 2 burners glass door... 6.00 
No. 142G 
Dealers’ discount, on 10 or more, 
30 and 5 per cent; less than 10, 30 
per cent. 
PURITAN— 
No. 42G 2 burners glass door... .$5.50 
Dealers’ discount, 10 or more, 30 
and 5 per cent; less than 10, 30 per 


cent. 
i a” 

No. 05 1 burner solid door..... 7o2 
No. 5 1 burner glass door.... 2.25 
No. 010 1 burner solid door..... 4.15 
No. 101 burner glass door..... 4.40 
No. 020 2 burners solid door.....! 5.15 
No. 20 2 burners glass door.... ! 5.40 
No. 030 2 burners solid door.... 5.40 
No. 30 2 burners glass door.... 5.70 

Dealers’ discount, 30 and 5 per 
cent. 





PAINTS AND OILS. 
in price noted this week is an advance 
of 10c. per gallon in the price of tur- 
pentine. Sales on paints and oils have 
started to show an improvement. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 


Linseed Oil.—Raw, barrel lots, 
$1.06 per gal.; 5-barrel lots, $1.05 per 
gal. 


Linseed Oil.—Boiled, barrel lots, 
$1.09 per gal.; 5-barrel lots, $1.06 per 


gal. 

Turpentine.—Barrel lots, $1.25 per 
gal. 

Menatured Alcohol. — Barrel lots, 
65c. per ‘gal.; steel drums, extra, $6, 
returnable. 

White Lead.—100-Ib. kegs, $15.25; 
50-Ib. kegs, $7.75; 25-Ib. kegs, $3.90; 
12% -lb. kegs, 3. 

Shellac.—(4 Ke -lIb. goods), white, 
$4.25 per gal.: orange, $4.05 per gal. 














The only change | 
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English Venetian Red.—In barrels, 
$3.50 to $6.75 per 100 Ib. 


eo Paste.—Barrel lots, 7!4c. per 


PYREX WARE.—The line for 1926 has 
been greatly simplified. A decrease in 
variety of items makes it easily pos- 
sible and desirable for merchants to 
stock the complete line. Advertising 
campaign is to be bigger and better 
than ever. 


We quote from jobbers’ stocks 
f.o.b. Chicago: ; ry 

Bread Pans.—No. 212, $7.20 doz.; 
No. 214, $12 doz, 

Casseroies.—Round, No. 167, $12 


doz.; No. 168, $14 doz.; No. 182, $12 
doz.: ; No. 184, $14 doz. 

Casseroles. —Oval, No. 193, $12 doz.; 
No. 197, $14 doz. 

Pie Plates.—No. 202, $6 doz.; No. 
203, $7.20 doz.; No. 209, $7.20 doz. 

Tea Pots.—2-cup, $20 doz.; 4-cup, 
$24 doz.; 6-cup, $28 doz. 

Utility Pans.—No. 231, $8 doz.; No. 
232, $14 doz. 


ROOFING AND PAPER.—A few of the 
manufacturers of smooth roofing have 
made advances in prices. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Best grade slate sur- 
faced prepared roofing, 2.30 per 
Square; best grade talc surfaced, 
$2.65 per square; medium tale sur- 
faced, $2 Ye square; light tale sur- 
faced, $1.20 per square; red rosin 
sheating, $57 per ton. 


SASH PULLEYS.—Prices are firm. 
‘The demand is only fair. 
We quote from jobbers’ stocks, 


f.0.b. Chicago: Common sash _pul- 
leys, 50c. doz.; barrels, 54c. doz.; 
Common Sense, 2-in., 60C. doz.; bar- 
rels, 54c. doz.; No. 105, 52c. doz.; 
barrels, 48c, doz. 


SCREWS.—Jobbers have made a down- 
ward revision in the price of wood 
screws. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Flat head _ bright 
screws, 80-20-10 per cent new list; 
round head blued, 7714-20-10 ott cent 
new list; flat head brass, 77 44-20-10 
per cent new list; round head ’ brass, 
75-20-10 per cent new list; japanned, 
724%-20-10 per cent new list. 

TORCHES.—Sales are very satisfac- 
tory. 

Turner Master Line. — 43-qt., $5.76 
each; 45-qt., $6.53 each; 47- -qt., $708 
each; 48-qt., $7.18 each; 49-qt., $8.54 
each: 52-qt. (flat), $6. 96 each. 

Turner Standard Line.—Gasoline- 

cerosene, 9-qt., $5.33 each; 14-qt., 
5.76 each: 22- -at., $6.53 each; 30-qt., 
$6.91 each; 38-qt., $5.76 each; 39-qt., 
$6.05 each; 92-qt., $6.79 each; 93-at., 
= 42 each: 105-at., $4.88 each; 205- 


wetlayton & Lambert Torches.—No. 
30 each; No. 144, $5.25 each. 

Fite Pots.—Turner Line, No. 53, 
$7.20 each: No. 63, $7.97 each; No. 66. 
ny = each; No. 76, $7.13 each; No. 34 
$8.67 each. 


WIRE GOODS.—The demand is _ in- 
creasing. Prices are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 8 black annealed 
wire, $3.05 per 100 lb.; No. 9 galvan- 
ized plain wire, $3.! 50 per 100 Ib.; 
catch weight spool galvanized cattle 
or hog wire, $3.85 per 100 lb.; 80-rod 
spool galvanized hog wire, $3. 34 pe 
spool. Polished fence staples, $3.5 
per 100 lb.; 12-mesh black wire cloth. 
$1.75 per 100 sq. ft.; 12-mesh galvan- 
ized wire cloth, $2 per 100 sq. ft., 
14-mesh bronze wire cloth, $5.75 per 
100 sq. ft.; galvanized poultry net- 
ting, 5714-5 per cent discount; gal- 
vanized after made poultry netting, 
5214-5 per cent discount. 


WRENCHES.— Sales are only fair. 
Prices are the same as last reported. 


We quote from jobbers’ stocks. 
f.o.b. Chicago: Agricultural wrenches 
60-10 per cent’ discount: Coes’ 
wrenches, 40-10 per cent discount: 
engineers’ wrenches, 50-10 per cent 
discount off new list: Trimo, 65-10 
per cent discount. 
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SALES IMPROVING IN NEW YORK MARKET— Heaters Among Active Lines 


| Owing to the recent uncertainty re- 

L LE garding the coal situation, the sale of 

heaters has been particularly active, 

and at present is moving well. There 

has been no departure from prevailing 


_ price levels. 
JOBBERS’ QUOTATIONS TO RE- 


OW that inventories are out of the way, business in the New 
York wholesale market is getting back to a more normal 
































basis, and orders from the salesmen on the road are begin- | TAILERS, F.0.B. NEW YORK: 
ning to accumulate in more satisfying proportions. Judging from | Oil Heaters 
the volume of business done so far, the New Year promises to be a | PERFECTION— $17.50 
satisfactory one from every point of view. Prices are firm on prac- No. 73 3 burners..........-..-. 22.50 

° ° ° ° awwo. 6 og ee 4) 
tically all lines, and the tendency is toward higher rather than lower No, 75 5. burners. 2.2...) 39.50 

. : . . ’erfection dealers’ discount, 30 and 
levels. The absence of uncertainty regarding the price outlook is 5 eer coat ef tale Of Te te Ge on 

, . . . ‘ : ’ ° = less than 10, 30 per cent. 
resulting 7 retailers coming strongly into the market for their PURITAN (Improved Model) — 
reauirements. OB CE © DEM: 66 swrscev crews $17.50 

iu ; © : ; No. 43 3 DUFNOFES......0000-c000% 22.50 
While few wholesalers have reason for complaint in regard to the | No, 44 4 ata OATES EM sg 

movement of merchandise, there is no denying the fact that con- | __ tion. 

, . ; NESCO 
tinued warm weather has seriously hampered the sale of snow tools, ee ah a i $9.50 

° ° ae ° ° . 219 ) ‘nNare 
and jobbers are hoping that conditions will improve. Early spring | Yo 5)5 3 purmens.-----+-s- +++ D038 
orders are now coming along in good shape, while the sale of staple | Xo. 214 4 purners............. ee 
lines holds up remarkably well. | Se tee bien Geer oe o2 6:50 
Collections are characterized as satisfactory. | He ie ee eae Se 
a Nesco dealers’ discount, 30 and 
5 per cent; in lots of 10 or more, 30 
. . . Lawn fence, single (165 ft. in roll), and 5. 
Weatherstrip Prices Firm No. 36, $13.20: No. 42, $14.85;.No. 48. — 
$16.50. 
, | | a Se oe PERFECTION— 

Weatherstrip continues among the | x. “36, Ae < ge 319.80: No 48 No. 211 1 burner plain door... ,$2.50 
active items in the New York market, | = 35946, ; dle No. 211G 1 burner glass door.... 2.70 
and wholesalers look for a continued | | a cas 1 burner glass door. en 
good movement of this line. Prices are | aS eee acheive 6.45 
firm, and stocks sufficient. le ~ 7° r Dealers’ discount, on 10 or m 

ememne aumeanaee 6 On ' Axes and Saws Selling Well 30 and 5 per cent; less than 10, 30 
TAILERS, F.0.B. NEW YORK: | per cent. 

Wirf’s weatherstrip, packed 500 ft. A fairly active demand is reported! puRitan— wv 
to the reel, maroon, $27.50 per reel; | for axes and buck saws, and whole- No. 42G 2 burners glass door...$5.50 
white, 35 ber reel. a iis _salers foresee continued improvement ey got pena a 8 al ge + 30 
mmroon $21 “per reel: or $4.20 per in this respect. There is no departure on nt. Soe rs . ss 
100 ft. from prevailing price levels, and sup- | NESCO— 

Metropolitan weatherstrip, in 100- , are s j > ur ot ’ . aici, aol , ere 
ft. pales No. 0 wea No. 1, $1.80 per plies are sufficient to meet current re No. 05 1 burner solid door...... $2.10 
roll; No. 114, $2.55 per roll, and No. quirements. No. o | toda glass door...... 2. 29 

-— or ros oo JOBBERS’ QUOTATIONS TO RE- No. 10 i bummer Mase deer... .. Gis 
and No. 7, ommniratein in 100-ft. TAILERS, F.O.B. NEW YORK: — = : a pe ree Sees ons as 

i, 2° 917 oo enn a To. 2 NO. oo Db ‘rs ass Poocce Bae 

Myst ha es ee. No. eres he Axes No. 030 2 burners solid door..... 5.40 

roll. Axes, Long Island pattern, 2). to a ene ee ge ye SR 5.70 

Felt weatherstrip, in 100-ft. rolls: 3 lb., $1.69 each: Connecticut paitern, a, ‘ aes — 2 
No. 18, $2.35 per roll; No. 19, $2.75 "3, to 31% Ih., $1.70 each: 3 to Ih... : y 
per roll, and No. 20, $3.75 per roll. $1.75 each. and 4 to 5 Ib.. $1.81 each ; Water Heaters 

Flexible weatherstrip, in 100-ft Columbia pattern, 31. to 4% Ib., $1.80 Perfection = Serer rr 40.00 
rolls: No. 8 $1.90 per roll; No. 9, each: 1 to 5 Ib., $1.85 each, and 51. ew. Se: eee 80.00 
$2.30 per roll, and No. 160, $3.05 per Ib., $1.95 each. Kentucky pattern, 5 Perfection discount, 30 and 5 per cent 
roll. | to 4 Ib., $1.45 each; 4 to 5 Tb, S158 in lots of 10 or more; less than 10, 

— each. 1) per cent. 
; . : | Buck Saws | Wicks, Etc. 

Copper Wire Cloth in | Double en oot nang Mig om Pertection and Puritan, $4 per doz. 

eneth 20 in... with regular toot ade : 1 $4N per e2 ss. 
Demand | and red frame, 88 cents each: with "leases cae as on. oil cook 
(‘hampion tooth blade. red ftrame, 95 stoves, ovens and heaters. 

There has been no abatement in the cents; Disston Electric, with regular 
demand for copper wire cloth, and this Disaton Pert ay regula r fanth ort eee eo 
merchandise continues among the active spring, blue blade, extra thin $1.17 
: - Inpro . maa | ~ . FP ) ; 
items in the New York market. Stocks | ach. | Stove Goods Moving Well 
are sufficient for current requirements. One-Man Saw | 

JOBBERS’ QUOTATIONS TO RE- (ross cut type, erucible steel, pol- Stove goods, including stove boards, 
TAILERS, F.O.B. NEW YORK: ished, taper ground, with suprle- | stove pipe and stove pipe dampers, al. 

; . rire c es ».2>° entary ‘ le, 3 ft. Jong, $2.4 
a a ee eres meh same ttt. Jong, $4.20. aim at | though slightly slowed up, as a result 

Bronze, 14 mesh, $5.75; 16 in., $6.25 ft. long, $2.80. of the Christmas holidays, are in active 
—— S350. gore ao In $2.20; 14 Two-Man Saw demand. Stocks are sufficient for current 

ee eee St ee a,” oa or a rw $3.65 requirements, and prices firm. 

; 7 Palani isha _JOBBERS! QUOTATIONS TO RE- 
Improving Demand for Lawn bares Anais | 
F , | Stove Boards 
encins | I ° D d f C t | ee yy ae are 24 z 24, 
 improvin eman Or Vals | : per doz x 46, per d0z.; 

Lawn fencing is continuing to move | I s 28 x 28, $10.05 per doz.; 30 x 30, $12 
well in the New York market, according | _As reported last week, a substantial| 2°". doz. e740 pe” . $14. * Pe aos. 
to statements by a number of whole- | demand for gates is apparent in the $19.80 per doz. f 
salers. Prices are firm and stocks | New York market. Prices are firm. S Pipe D 
ufficient tove Pipe Dampers 
S . JOBBERS’ QUOTATIONS TO RE.- Stov ; 

JOBBERS’ QUOTATIONS TO RE- | TAILERS, F.O.B. NEW YORK: se penn te ee ae ce Oe 
TAILERS, F.0O.B. NEW YORK: Gates, single, 36 x 3 ft., $3 each; 6 in., $1.60 per doz.; 7 in., $2.25 per 

Flower bed guard, No. 16 (165 ft. in 42 x 3 ft., $3.15 each. Double, 36 x 8 doz., and 8 in., $2.60 per doz. These 
roll), $9.08; No. 22, $10.73. ft., $6.95; 94 x 8 ft., $7.10. prices are net. 
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Expect 1926 Sales to Exceed Last Year's in 


Northwest—Prices Firm and Collections Good 


(Minneapolis office of HARDWARE AGE) 


ITH the inventory in the majority of stores out of the way, 
dealers are beginning to listen to the salesmen for the jobbing 
houses. Stocks have been graded down during the past two 
months for the annual task and now that this is for the most part a 
thing of the past, the merchants are giving their attenion to the 
matter of having stocks in good condition for the coming spring 


business. 


Predictions are for a better business than for the year just closed 
and merchants are planning to be prepared to meet the demand. 
Building predictions are for a greater year than last and other lines 


will doubtless show up as well in the course of the season. 


At pres- 


ent building is at a low point and will not resume until settled weath- 
er comes in the spring. Dealers at the present time are turning 
their attention to the matter of supplies for-winter sports events, 
which are at the high point of the season; special programs and 
“weeks” are being featured in this line over the territory. 

New covered ice rinks are being built in several cities and others 


are being planned. 


It has been demonstrated that:the interest in 


skating is much greater, and the season is much longer where the 
covered rink is in use. Consequently skates sales are better. 
Collections are well up to the average for this season of the year. 
Business for the first two weeks of the new year is on the average, 
considerably ahead of that for the same period of last year. 


AXES.—Demand still holds good, with 
stocks well assorted. Prices ,have not 
changed. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Single bit base 
weight axes at $14.50, and double bit 
base weight axes at $19.50 per doz., 
net. 








| 
| 


Home building will show up well this 


| year. 


ASH SIFTERS.—Call is very good, the | 


heaviest season’s use being at the pres- 
ent time. Stocks have been well filled, 
and prices steady. 


We quote from 
f.o.b. Twin Cities: Wood square ash 
sifters at $2; metallic rounds, $4.25; 
and wood barrel at $6 per dozen, net. 


BOLTS.—Demand is normal for this 
time of the year. Stocks in dealers’ 
hands have been reduced to a low point. 
Prices show no changes. 


We quote from jobbers’ 
f.o.b. Twin Cities: Carriage bolts ia! 
45 per cent; machine bolts at 50 per 
cent; stove bolts at 75 per cent, and 
lag screws at 55 per cent from list. 


jobbers’ stocks, 


stocks, 


| EAVES T ; IC PE} y int i 
ROUGH, CONDUCTOR PIPE | NAILS.—Sales are at a low point in a 


BRADS.—Call is light at present, due | 


to lack of interest in building. Stocks 


COAL HODS.—Demand is brisk, with | 
Prices have | 


stocks ample for the call. 
not changed. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Japanned open 17 
in. coal hods at $3.60; 18 in. at $4.15; 
japanned funnel hods, 17 in., $4.50; 
18 in., $5.15: galvanized open, 17 in., 
$5; 18 in., $5.50; galvanized funnel, 
17 in., $6.45, and 18 in., $7 per dozen, 
net. 

is 


AND ELBOWS.—Present demand 
light, with no interest in prices. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Slip joint 28 ga., 
» in. single bead eaves trough at 
$6.05 29 ga., $5.50 per 
100 ft.; 28 ga., 3 in. conductor pipe at 
$5.40 per ft.; 3 in., elbows, $1.73 
per dozen, net. 


FIELD FENCE.— lers are begin- 
CE.—Dealers are begin | with stocks well assorted. 


ning to interest themselves in spring 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Standard No. 1 
galvanized tubs at $7.50; No. 2, $8.25; 
No. 3, $9.45; heavy tubs, No. 1, 
$12.60; No. 2, $13.80; No. 3, $15; 
standard 10-qt., pails, $2.70; 12-qt., 
$3.05; 14-qt., $3.40; stock pails, 16- 
qt., $5, and I1S-qt., $5.50 per dozen, 
net. 

GLASS AND PUTTY.—Sales show a 
shading off since the first of the year. 
Prices are unchanged. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Minn. prices, sin-; 
gle strength glass, S3 per cent; double 
strength, 85 per cent, and _= strictly 
pure putty in 50-lb. drums at $4.85 
cwt., net. 


HAMMERS AND HATCHETS.—Sales 


are normal for the time of year. De- 


_mand is lighter since the holiday sales 


have closed. Prices show no changes. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Maydole, No. 114. 
carpenters’ hammers at $12.60; 
Plumb No. HF81, $10.50; Plumb No. 


” broad hatchets, $14.45; No. 2 shin- 
gling, $11.20, and No.°2, claw, $12.50 


per doz., net, 


ICE CREAM FREEZERS.—Present de- 


mand is fair, with stocks ample. Deal- 
ers are planning their orders for spring 
delivery. Prices have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Peerless ice cream 
freezers, 1 qt., $2.10; 2 qt., $2.45; 3 
qt., $2.95; 4 qt., $3.60; 6 qt., $4.55, and 
S qt., $5.90 each, net. Arctic freezers, 
$2.30; 3 qt., $2.78; 4 qt., $2.98; 
6 gt., $4.30 each, net. White Moun- \ 
tain, 2 qt., $2.83; 3 at., $3.38:.4 at., 
$4.13: 6 qt., $5.23 each, net. Alaska 
freezers in both 20-10 per: 
cent from list. Auto Vacuum freez- 
ers, 3314 per cent from lists. 


2 ot.. 


grades, 


| LANTERNS.—Sales are still very good, 


with stocks well assorted. Prices show 
no changes. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Long or short 
globe, tubular lanterns, $13 per dozen 
net. 


stocks are cut 
Prices show 


retail way. Dealers’ 
down as much as possible. 


'no changes. 


stocks. Prices are unchanged from last | 
quotation. | 
We quote from jobbers’ stocks, 


are also light, with no change in prices. | 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Wire brads in 25 
lb. boxes at 75 per cent from lists. 


BUILDERS’ HARDWARE.—While the 


call is light at present, dealers and job- | 
bers are looking forward to one of the 
best years in this line ever experienced. | 


Conditions are right for continuance of | 


| 


the building program started last year, | 


and the need for additional homes is 
apparent. Apartment house building is 
not necessary in the larger cities, as 
this form of construction has appa- 
rently caught up with the demand. 





| 
' 
| 
; 


f.o.b. Twin Cities: 26 in. 10 ga. top 
and bottom 13 ga. intermediate type 
of fence at $30.04 per roll with other 
sizes and weights in proportion. 


FILES.—Call is normal for this season 
of the year. Shop demand is light, as 
a proportion of the shops are closed for 
the mid-winter season. 
changed. 


We from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade files 
at 50 per cent, and second grade files 
at 60 per cent from lists. 


quote 


Prices have not 


from jobbers’ stocks, 
fob. Twin Cities: Standard wire 
nails at $3.25 keg, base, and cement 
coated wire nails at $2.40 keg, base. 


OIL HEATERS.—Sales are normal, 
Prices have 


We quote 


not changed. 
We 
f.o.b. 


jobbers’ stocks, 
No. 12 oil heaters, 
steel, $3.66 each, 
polished steel, 


quote from 
Twin Cities: 
japanned polished 
and No. 016, nickel 
$5.32 each net. 


OIL STOVES, OVENS AND WATER 


GALVANIZED WARE.—Call is good | 
for some lines, with ample stocks to. 


supply the demand. Prices are steady 
and firm. 


HEATERS.—Future orders in this line 
are commanding the attention of the 


dealers. Stocks in their hands at pres- 
ent are light, with prices steady. 
Prices to retailers f.o.b. Twin 
(ities: 
- Oil Cook Stoves 
PERFECTION— 
roa ee ee NR die fe deen. $17.50 
No. 7 3 DUFMOGTS..<.cicecs remned 22.50 
No. Te S WE co ccccccccccces 28.50 
No. 75 5 burmers........cccece. 39.50 


_ Perfection dealers’ discount, 30 and 
» per cent on lots of 10 or more; on 
less than 10, 30 per cent. 











; 
_ 
' 
' 
: 
: 














72 
se 3 (Improved Model)— 

'— ££ © Tree. $17.50 
xo 43 3 burners. Pero se 
No. 44 4 burners............... 28. 50 

Puritan discounts same as Perfec- 
tion. 

NESCO— 
a ee Be OI vic dccevevcsecse SD 
 —— 2 Be  — SP 7.35 
INO. Bis S DUTMOTB...ccccccccscs Bee 
NO. Bee © BURMA. cccsccceccccce awe 
NO. ZB & DUPMOTB....cccccccce. S900 
No. 1102 high shelf only........ a.23 
No. 1103 high shelf only..... .. 6.50 
No. 1104 high shelf only........ Ss. 
No. 1105 high shelf only........ 4.75 

Nesco dealers’ discount, 390 and 5 
per cent. 

Ovens 
a re 


No. 211 1 burner plain door. $2. ov 


No. 211G 1 burner glass door.... 2. 0 


No. 121G 1 burner glass door.... 4.90 
No. 122G 2 burners glass door... 6. 00 
I ak i ie ial i car aka ween iis a 6.15 


Dealers’ discount, on 10 or ag 
30 and 5 per cent; less than 10, 30 


per cent. 
PURITAN— 
No. 42G 2 burners glass door...$5.50 
Dealers’ discount, 10 or more, 50 
= 5 per cent; less than 10, 30 per 
NESCO— 
No. 05 1 burner solid door......$2.10 
No. 5 1 burner glass door...... 2.25 
No. 010 1 burner solid door...... 4.15 
No. 10 1 burner glass door...... 4.40 
No. 020 2 burners solid door..... | 0.15 
No. 20 2 burners glass door..... | 5.40 
No. 030 2 burners solid door..... 5.40 
No. 30 2 burners glass door..... 5.70 
Dealers’ discount, 30 and 5 per 
oent. 


Water Heaters 


Perfection No. 412.............. 40.00 
en 2 Be. k ccecseees 80.00 
Perfection discount, 30 and 5 per cent 
in lots of 10 or more; less than 10, 
o) per cent. 


Wicks, Etc. 
Rockweave wicks, 25c. each. 
Perfection and Puritan, $4 per doz. 
and $48 per gross. 
Discounts same as on vil cook 
stoves, ovens and heaters. 


PAINTS AND WHITE LEAD.—Call 
for paints is comparatively light, with 
stocks at a low point. Dealers are con- 
sidering their stocks for spring trade. 
Prices show no changes. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade house 
paints at $2.80 per gallon, in 1 gal- 
lon cans, and white lead in 100 Ib. 
kegs at $14.29 cwt., net. 


PAPER.—Sales are light, with stocks 
at a low point. Prices have not 
changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Red rosin build- 
ing paper in 20, 25 and 30 Ib. rolls 
at $3.25 cwt., and tarred felt at $3.35 
cwt., net. ‘ 





ROPE. 
ample stocks on hand. Prices show no 
changes. 


“6 OU refer to credits and collec- 
\ tions as being the greatest 
problems. It is true that col- 
lections are great problems, but we 
have found that the time to protect 
ourselves against such a problem is in 
being more careful when extending 
credits. We refuse to extend credit to 
customers whom we know are not en- 
titled to it, but even this protection 
may sometimes fail, as a customer may 
be able to pay today and wholly un- 
able to pay tomorrow, due to illness, 


HARDWARE AGE 


We quote from jobbers’ stocks, 
| f.o.b. Twin Cities: Best grade manila 

rope at 27%c. Ib., base, and best 
| grade sisal rope at 19%c. lb., base. 


SAN DPAPER.—Call is rather light at 
present, wtih stocks well filled. Prices | 


are steady. 


We quote from jobbers’ .- = 
f.o.b. Twin Cities: Best grade N 
sandpaper at $6.65 per ream; sec a 
grade No. 1, $6 per ream, and garnet, 
No. 1, $16.50 per ream. 


| 
| 


SASH CORD AND WEIGHTS.—De- | 


| mand is light, with the lull in building. 
Stocks are graded down to a low point, 
with little inducement to increase until 
building opens up again. Prices are un- 
changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade sash 
cord, 78%4c.; second grade, 45c.; 
cast iron sash weights at $2.10 cwt., 
net. 


SCREWS.—Call is normal, being rather 
light at this season of the year. Stocks 
are well assorted, and prices steady. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Flat head bright 
wood screws, 75-25 per cent; flat 
head jappaned, 65-25 per cent; 
round head blued, 70-25 per cent; 
flat head brass, 70-25 per cent, and 
round head brass, 70-20 per cent 
from lists. 


SIDEWALK SCRAPERS.—Sales are 
very satisfactory, with prices steady. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Kohler’s side- 
walk scrapers at $5 per dozen, net. 
SKATES.—This has been one of the 
best skate sale years ever experienced, 
due greatly to the popularity of the 
shoe skate, and the inclosed rinks. Deal- 








ers report that business during the first 


_two weeks of this year has been nearly 


as good as it was during the holidays. 
Many of them could have sold more 
skates, but were unable to secure the 
kinds and sizes called for. Prices are 
steady and firm. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Sterling half 
hockey shoes and skKates, $4 pair; 
North Star aluminum finish tube 
skates and shoes, $7.25 pair; nickel 





finish, $8.25 pair; Nestor Johnson 
Flyer skates and shoes, aluminum 
finish, $5.50 pair, and, nickel finish, 
$6.50 pair, net. 


SNOW SHOVELS.—Sales are good, 
with stocks heavy enough to meet the 
demand. Prices have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Wood snow shov- 
els, $19; steel blade, straight handle, 
$4.50; galvanized steel blade, D han- 
dle, 15% x 17, $10.80, and 16 x 21, 
$11.50 per dozen, net. 





STEEL TRAPS.—tThis winter is an ex- 
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cellent one for trapping. The cold 
weather came early, which has aided in 
| the matter of quality of pelts, and trap- 
pers are buying equipment. Stocks are 
well filled, and prices steady. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Triumph No. v, 
traps, 9c.; No. 1, 22c.; No. 1%, 1842¢. 
No. 2, 25%c.; No. vy 4llec.; No. : 
20%ec.; No. 115, 15c.; No. 215, 2910C.; 
No. 315, $1.15; No. 115X, 20%2c.; No. 
215X, 30lec., ow Victor, No. 4 traps 
at $1.10; No. $1.38; No. 1%, $2.44; 
No. 2, $3.36. Ges ida jump traps, "7 
0, $1.59; No. 1, $1.83; No. 114, $2.8 
per dozen, net. 


STOVE BOARDS.—Sales are running 
light, with stocks graded down to a low 
point. Prices have not changed. 

We quote from jobbers’ _ stocks, 
f.o.b. Twin Cities: Crystallized stove 
boards, 28 x 28, $16.95; 30 x 30, 
$19.70; 36 x 36, $27.45 per dozen, 
net. 


STOVE PIPE AND ELBOWS.—Call is 
fair, with stocks well assorted. Prices 
show no changes. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Uniform blued, 
28 ga., 6 in., Knocked down stove 
pipe at $14.75 per 100 lengths; com- 
mon iron corrugated elbows, 6 in., 
$1.30; and adjustable charcoal iron, 6 
in. elbows at $2.05 per dozen, net. 


TIN.—Present sales are light, due to 
the lack of building operations. Prices 
are steady. 


We quote from ag 9 stocks, 
f.o.b. Twin Cities: I 28, 8-Ib. 
coating roofing tin at $15.25 per box, 
and furnace coke tin ICL, 20 x 28, 
at $14.75 per box, net. 


TORCHES.—Dealers are giving some 
attention to spring orders for torches, 
while at the same time finding a fair 
demand at the present time. Prices 
have not changed. : 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Turner Master 


vyty No. 43, qt., $5.76; No. 45, qt., 
$6.5 No. 47, qt., $7.08; No. 48, qat., 


$7. ' : 
(flat), $6.96 each. Turner Standard 
line; No. 8, pt., $5.33; No. 14, pt., 
$5.76; No. 22, qt., $6.53; No. 30, qt., 
$6.91; No. 38, qt., $5.76; No. 39, qt., 
$6.05: No. 92, qt., $6.79; No. 39, at., 
7.42; No. Ra pt., $4.88; No. 205, 


qt., $5.25 ach. Turner Fire Pots, 
No. 53, hs 30: No. 63, $7.97: No. 66. 
$10.18; No 76, $7 13: No. 34, $8.67 
each, net. 


WIRE.—Spring orders are being placed 
at present by dealers. Sales are light, 
with prices unchanged. 


We quote from jobbers’ _ stocks, 
f.o.b. Twin Cities: Painted cattle wire 
at $3.01 per 80-rod spool; painted 
hog wire at $3.22 per 80- rod spool; 
ealvanized cattle wire at $3.21 per 
80-rod spool; galvanized hog wire at 
$3.43 per 80-rod spool; smooth black 
wire No. 9, $3.25 cwt., and galva- 
nized smooth wire No. 9, $3.70 cwt. 





Look Before You Leap 


accident or other causes which cannot 
be foreseen. Our records indicate that 
our bad debts incurred amount to about 
one-half of 1 per cent of our volume 
of business, this being due to our care 
in extending credit rather than our in- 
tense efforts to make collections. 

“We sometimes refer to local agencies 
for the purpose of collections, but this 
is not very frequent. 

“Delayed freight causes more loss to 
us in the operation of our business than 





bad debts. There appears to be no 





| penalty attached to the delay, and we 


find they are occurring more and more, 
causing loss of sales and refusal of 
customers to accept the delivery of spe- 
cial orders when delayed by transfer 
companies. Any plan that would care 
for the handling of freight would make 
up to us more than the loss of extending 
credit to those persons who are not en- 
titled to it.” 
(Signed) W. B. MARTIN, 
The Martin Hardware Co., 
Mansfield, Ohio. 
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Cincinnati Looks for Active Spring Business 


January Sales Equal Last Year's 


(Cincinnati office of HARDWARE AGE) 


HILE orders for spring merchandise have attained satis- 

factory proportions, retailers are taking only small lots of 

goods for immediate delivery. The usual post-holiday lull 

in business has settled upon the retail trade locally, and merchants 

are desirous of adding only what items are absolutely necessary to 

their stock at present. The volume of orders on jobbers’ books for 

delivery in February and March indicates that hardware dealers 
are anticipating a healthy trade in the spring. 

The brightest spot in the market has been the pickup in sales of 


automobile accessories, ice skates, sleds and snow shovels. 


Cincin- 


nati and adjacent territory was blanketed with snow about a week 
ago and the cold weather, accompanied by the ice and snow, brought 
out a heavy demand for automobile chains, alcohol, radiator covers 


and other protective devices for motor cars. 


In the buying move- 


ment of the last seven days jobbers were able to move the majority 
of the stock which they have had in their warehouses for several 


months. 


Jobbers feel that business in January will parallel that in the 


corresponding month a year ago. 


They do not expect an extraordi- 


nary year of big profits, but believe that 1926 will turn out to be a 
healthy normal year in which the merchant who conducts his store 
properly can make a reasonable amount of money. 

Prices are showing strength, but there have been no changes of 


consequence in the past two weeks. 


It is likely that there will es 


an advance in several items within the next month. 


AUTOMOBILE ACCESSORIES. — A 
sudden demand for alcohol, chains and 
radiator covers developed as the result 
of a heavy snowstorm a week ago, and 
since the streets of Cincinnati and near- 
by towns have been coated with ice and 
snow during the past seven days, job- 
bers have been able to dispose of the 
major portion of the stock which they 
have been carrying in their warehouses 
for several months. Sales of tires and 
tubes have been retarded by the high 
prices which prevail. With another in- 
crease in both of these products 1m- 
pending, the situation is not promising 
for a large volume of business. 

We quote from Cincinnati jobbers’ 
stocks: 

Alcohol.—63c. gal. in 50 gal. drums: 
charge of $6 for drum, which money 
will be refunded upon return of the 
drum in good condition. 

Tires. —30 x 3 Beaver fabric, $7: 
30 x 3% Beaver cord, $11.50; 30 x 3% 
Badger cord, $15; 30 x 3% Commer- 
cial cord, $17.75. 

Tubes.—30 x 3% 
tubes, $2.25. 

Chains.—McKay 


standard gray 
tire chains, 1 to 9 
30 per cent off list; 10 to 49 
per cent off list: in lots of 
40 per cent off list; 30 x 
$5.50; 33 x 4, $5.75; 
6.75; 30 x 5, $6.75; 33 x 5, 
$ Standard balloon tire chains. 
29 x 440, $5; 29 x 495, $5.50; 30 x 577, 
$7; 32 x 577, $7.50; 35 x 660, $10. 

Radiator Covers.—Ford radiator 
end engine covers: for 1924 and 1925 
models, $2.25 each; for 1926 models, 
$2.35 each; radiator covers only; for 
1924 and 1925 models, $1; for 1926 
models, $1.05 each. 


AXES.—Orders have been limited to 
those for fill-in purposes. Retailers are 
contented to carry small stocks to meet 


pairs, 
pairs, 35 














immediate needs. Quotations are the 


same. 

We quote from Cincinnati jobbers’ 
stocks: Dreadnaught single bit base 
weight handle, axe, $19.65; Dread- 
naught single bit base weight un- 
handled axe, $14.85; double bit base 
weight handle axe, $24.75; double bit 
base weight unhandled axe, $20. 


AGRICULTURAL HANDLES. — In- 
creasing interest is being displayed by 
retailers, and bookings for early spring 
delivery have been of sizable propor- 
tions. Conditions in the rural districts 
are sufficiently prosperous that the 
hardware dealers in the small towns are 
counting upon good business in March 
and April. Priecs are firm. 
We quote from Cincinnati jobbers’ 


stocks: 

Hay fork, 5%4-ft., $2.85; 5%%-ft. 
bent hay fork, $3. 30; long manure 
fork, $2.45; cotton hoe =o. $1.8 
wood D shovel handle, $4.8 


BOLTS AND NUTS.—A innate eal) 
from the retail trade has been ex- 
perienced by local jobbers. Little cut- 
ting of prices has been indulged in 
lately by jobbers and consequently quot- 
tations are steady. 

We quote from Cincinnati jobbers’ 


stocks: Machine bolts, large, 50 and 
10 off; small, 50, 10 and 10 off; car- 
riage bolts, large, 50 off; small, 50 
ind 10 off: stove bolts, 75 off; semi- 
finished nuts, 9/16-in. and smaller, 75 


off: larger sizes, 65 off. 


BUILDERS’ HARDWARE.—Plans for 
construction work which have been an- 
nounced in the past week indicate that 
_jobbers in builders’ hardware will have 





an active year in 1926. Those manufac- 
turers which specialize on contract work 
have excellent prospects ahead of them. 
School and apartment house contracts 
which are already being let total a 
greater volume of business than those 
in the same period last year. Prices are 
the same. 


We quote from Cincinnati jobbers’ 
stocks: 


Hinges.—Heavy, 60, 10 and 10 off; 
light, 60, 10 and 10 off; extra heavy 
T, 60, 10, 10 and 5 off. 

Hasps.—Common hinges, 70 
safety hasps, 3-in., 95c., single 
doz.; 4%-in., $1.25; 6-in., $1.75. 

Butts.—Steel, dull brass and an- 
tique copper, case lots, 3% x 3, 
20c. per pair net; 4 x 4, 28e. In less 
than case lots, 3% x 3%, 22c.; 4 x 4, 
30¢e. 

EAVES TROUGH AND CONDUCTOR 
PIPE.—Jobbers are in their dull season, 
and sales have been light. Improvement 
is not expected for several months. No 


change has occurred in prices. 


off : 
per 


We quote from Cincinnati jobbers’ 
stocks: 28-Fage, 5-in., eaves trough. 
$6 per 100 ft. 28-gage, 3-in. corru- 
gated conductor pipe, $5.75 per 100 
ft. 3-in. corrugated conductor. el- 
bows, $1.94 per doz.; 29-gage, 3-in. 
corrugated conductor elbows, $1.51 
per doz. ° 


FILES.—Retailers are buying only what 
they actually need for their immediate 
requirements. Quotations are firm. 


We quote from Cincinnati jobbers’ 
stocks: Black Diamond files, 40, 10 
and 10 off list; Keystone files, 70, 10 
and 5 off list. 


GALVANIZED WARE.—Jobbers report 
that their orders have been good, and 
they believe that a consistent demand 
for galvanized ware will manifest itself 
throughout this year. Prices are 
strong. 


We quote 
stocks: 
.Galvanized Pails.—10-qt., 
doz.; 12-qt., $2.45 per doz. ; 14-qt., 
$2.75 per doz.; 16-qt., $3.35 per doz. : 
galvanized tubs, No. 1, $6. i)? per doz 


GARDEN HOSE.—A noticeable’ im- 
provement in sales has occurred, and 
jobbers have fairly heavy bookings for 
early spring delivery. 

We quote 


stocks: 


Rubber 


from Cincinnati jobbers’ 


$2.25 per 


from Cincinnati jobbers 


Hose.—5-ply, M%-in., Sue 
per ft. in 50-ft. lengths; 6-ply, ™%4-in 
10c. per ft. in 50-ft. lengths; 7-ply. 

»-in., 12c. per ft. in 50-ft. lengths: 
Fe braid in %¥%-in., 500-ft. coils, 
lOc. per 


GARDEN TOOLS.—Rural dealers are 
showing their confidence in spring busi- 
ness by ordering garden tools in con- 
siderable volume. Prices are steady. 


We quote from Cincinnati jobbers’ 
stocks: 

Forks. — 035% Iowa hay forks, 
$12.25 doz.; 044% lowa manure 
forks, $15.60 doz.; OHW Iowa spad- 
ing forks, $19.80 doz 

Rakes.—14SM _ rakes, $5.64 doz.: 


No. 314 Peerless rakes, $9.84 doz. 
GLASS.—The market is sluggish, but 
this condition is to be expected at this 
time of the year. Retailers are holding 
their stocks down to a minimum, and 
are counting upon quick deliveries by 
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jobbers in the case of an emergency. 
Prices are firm and unchanged. 


We quote from Cincinnati jobbers’ 


stocks: Single strength A and &. 
first three brackets &S7 per cent dis 
eount;: double strength A, 87 Per Cel 
discount; double strength EB, SS prt 
cent discount, 


HAMMERS AND HATCHETS.—Job- 
bers are still retaining their old quota- 
tions, despite the fact that manufactur- 
ers have introduced a new schedule call- 
ing for higher prices. It believed, 
however, that jobbers will increase their 


is 


prices soon. 

We quote from Cincinnati jobbers’ 
stocks; Hatchets, No. 2961, $11.20 
(loz; hammers, No. Si, $160.50 doz.: 
boy Seout, $11 doz. 


ICE CREAM FREEZERS.—A few scat- 


tered orders have been placed with local , 


but the bulk of the 
yet to be booked. 
not increase materially 
month. Prices remain 


year’s busi- 

Sales will 
for 
un- 


jobbers, 
ness is 
probably 
about: a 
changed. 

We quote 


stocks: 

Peerless.—2-qt.. $5.45: S-qt., $4.10: 
f-jt., $5; 6-qt., $6.30: S-qt.. $S.Z0, 
eerless dealer’s discount is 25 and 
I per cent off above list. 

White Mountain.-2-qt., $5.65; 3-qt., 
feqt., $8.25; G-qt.. $10.45: &-aqt.,. 
White Mountain denler’s dis- 
20 per cent off list 


from Cincinnati jobbers’ 


s+; 45° 
$15.50. 
eount 
ICE SKATES.—Jobbers 
they have little stock on 


is above 


report that 


hand. 


the good business which has prevailed. 
While several jobbers decmre that their 
stock at such a low point that it 
should be replenished, no further orders 
will be placed with manufacturers this 
year because of the impossibility of re- 


is 


Two | 


recent cold spells were responsible for | 


ceiving shipments soon enough to be of | 


value. Prices are strong. 
We quote from Cincinnati jobbers’ 
stocks: 
lov skates, N4de, nickel-plated, 
$1.25; nickel- plate “lo harde ned runner, 
$2.20; lady’s ice skates, $1.15: hockey 
ice skate $s, $1.10 


LAMPS.—Business has been holding up | 


well, and orders are still coming in for 
small lots of merchandise. 


firm. 

We quote from Cincinnati jobbers’ 
stocks: 

Quick Life oe ee, 31a, 
$7.40; C329, $6.25: C318, $7: 24. “$7 
(yoick Life lanterns. gar. $5.25; 
1.427, $6. 

LAWN SPRINKLERS.—tThe situation 


is unchanged, with orders being placed 
in fair volume. More inquiries have | 
been received from the retail trade and 
buying on a more extensive scale is ex- 
pected to open up shortly. 


We quote from Cincinnati jobbers’ 
stocks Fountain ring sprinklers, $6 
doz.; Rain King sprinkler, $28.20 doz. 


Prices are | 
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keg; cement coated nails, $2.25 per 


keg. 
OIL STOVES, 
HEATERS.—An 
bookings for future delivery has been 
reported. Prices are firm. 


These are list prices. Dealer’s djs- 
eounts are noted after each group. 
Oil Cook Stoves 
PERFECTION— 
ee: 2a eee. C.. civic eee $17.50 
i” ae, ie i 22.00 
ee SES EE 2 OE OS vate 2S.50 
7a. Bp. me Se, . 6) a danmeen 34.50 
Perfection dealer’s discount, 30 and 
» per cent on lots of 10 or more; on 
less than 10, 30 per cent. 
PURITAN (improved Mode!l)— 
ee ae ee eer $17.50 
oe, Ge we WOE. occ ioe be cece "se See 
reek, 66 © CON: « 6. 6 is co ca ees 28. Dau) 
Puritan discounts same as Perfec- 
tion. 
NESCO— 
ee eT oe $9.50 
DEG, “ee we UNO. « os 0 06s cbeeee 17.35 
ro “Bee © WOOO. vc is dec cocces Ee 
No. 214 : NS, oko wo hoard dk meres 28.00 
reo. -Bee | DED. .. ccccoccesec 39.50 
No. 1102 high shelf only....... . 5.25 
No. 1103 high shelf only........ 6.50 
No. 1104 high shelf only........ 8.00 
No. 1105 high shelf only........ 9.75 
Ovens 
| PERFECTION— 
No. 211 1 burner plain door... $2. 50 
No. 211G 1 burner glass door.... 2. 70 
No. 121G 1 burner gitlass door. 190 
No, 122G 2 burners glass door. 6.00 
NS NN tk ta ee a ees ae 15 
Dealer’s discount, on 10 or more, 
30 and 5 per cent; less than 10, 30 
per cent. 
| PURITAN— 
No. 42G 2 burners glass door... $5.50 
Dealer's discount, 10 or more, 30 
and 5 per cent; Jess than 10, 20 per 
cent. 
 NESCO— 
No. 05 1 burner solid door..... $2.10 
No. >» | burner glass door..... 2.25 
No, 010 1 burner solid door..... 4.15 
No. 101 burner glass door..... 4.40 
No. 020 2 burners solid door.... 5.15 
No. 20 2 burners glass door.... 5.40 
No. 030 2 burners solid door.... 5.40 
No. 30 2 burners glass door.... 5.70 
Dealer's discount, 30 and 5) per 
eent, 
Water Heaters 
Perfection No. Ee . 40.00 
Perfection No. 421......ccecccses 80.00 
Perfection discount, 30 and 5 per 


tical, 
-ume of sales lately. 


MOPS.—A moderate demand exists, but 


retailers are confining orders to small 
lots for immediate delivery. Prices are 
the same. 


We quote from Cincinnati jobbers’ 
stocks: O°Cedar line with handles, 
No. 3 8912: No. 4. No. 5, $10; 
No. 8, $12; No. 15, $6. 

NAILS.—Orders have been placed in 


liberal quantities with local jobbers. 
is anticipated that demand from the 
retail trade will continue to be healthy. 
Prices are showing strength. 


We quote from Cincinnati 
stocks: Common wire nails, 


jobbers’ 
$2.95 per 


less than 


cent in lots of 10 or more: 
10, 30 per cent. 
Wicks, Etc. 


At 


wicks, 2c. ch. 
$4 per doz. 


and Puritan, 
ZTross. 


Rockweave 
Perfection 
and $48 per 
Discounts same as on 
stoves, ovens and heaters. 


PAINT.—The inclement weather, mak- 
ing outdoor painting activities imprac- 
has naturally cut down the vol- 
For the present 
retailers are carrying only what their 
trade really needs. Prices are firm. 

We jobbers’ 
stocks: mixed house paints, 
2.75 per gal.: linseed oil, single 
barrels, $1.02 per gal.; turpentine in 
2-barrel lots, $1.04 per gal.: white 
and red lead in 500-Ilb. kegs, 15%c. 
per Ib. less 10 per cent. 


oil cook 


quote from Cincinnati 


Ready 


POULTRY AND WIRE NETTING.— 


It 


Early spring business has definitely de- 
veloped on an extensive scale, and job- 
bers feel that their total sales this year 
will run ahead of those in 1925. The 
price situation is unchanged. 


We from Cincinnati jobbers’ 
stocks: mesh black wire netting. 
$1.75 per 100 sq. ft.: 12 mesh opal 
wire netting, $2.05 per 100 sq. ft.: 
14 mesh opal wire netting, $2.45 per 


quote 
12 


OVENS AND WATER. 
increased number of | 
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100 sq. ft. ; poultry netting galvanized 
after, 95% 7% off list: poultry netting 
galvanized before, 57% and 10 off 


list. 


RADIO BATTERIES.—Demand from 
the public has been well sustained this 
winter, and jobbers report a good vol- 
ume of business. Prices are steady. 


We quote from Cincinnati jobbers’ 
stocks: 22% volt B radio battery, 
$1.30 each; two cell tubular flashlight 
battery, 19\4c. each; three cell tubu- 
lar flashlight battery, 27%c. each; 
small monocells, Sc. each; large 
monocells, 9%c. each. 


ROLLER SKATES.—The call for roller 
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skates is undiminished, and jobbers are 
gratified at the large sales they have 
made in the past few months. Prices 
have undergone no change, and are 
firm. 


We quote from Cincinnati jobbers’ 
stocks: Nos. 4 and 5, $1.45; No. 6, 
$1.55. 


ROOFING MATERIAL.—Little demand 
is evidenced by the retailers, but this 
dullness is attributed to seasonal con- 
ditions. Prices are the same. 


We quote from Cincinnati 
stocks: 

Roofing Paper. — Light, standard, 
$1.05: medium standard, $1.30; heavy 
standard, $1.55; light Holdfast, $1.30; 
medium Holdfast, $1.55: heavy Hold- 
fast, $1.80; K red and green slate 
surface, $2. 

Roof Coating. — Coal tar, 

barrel lots, 24c. per gal; 
barrel lots, 27ec. per gal.; in half 
crude, in barrel lots, 25c. per gal.; 
in half barrel lots, 28c. per gal. 

Roofing Cement.—tiIn 1-lb. cans, 
to the case, 15c. per Ib. net; in 3-lb. 
cans, 12 to the case, 18c.; in 5-Ib. 
cans, 12 to the case, llec.; in 10-Ib. 
cans, 10c.; in 25-lb. cans, 9c. 


ROPE.—The accumulation of orders 
for delivery in March and April is of 
sizable proportions. No further reports 
have been received of an increase in 


jobbers’ 


refined, 


in in half 


» 
32 


prices, but an advance within a short 
time is predicted by jobbers. 

We quote from Cincinnati jobbers’ 
stocks: Best grade Manila _ rope, 
Ocean brand, 254c. per Ib.; Plym- 
outh brand, 26%4c. per Ib.; sisal rope, 
15sec. per Ib. 


SAWS.—Sales have been maintained at 
a fairly satisfactory level in the past 
two weeks. Prices are showing a stif- 
fening tendency. 

We quote from Cincinnati jobbers’ 


stocks: Disston D8 __siine, 20-in., 
$24.40; 22-in., $26.20; 26-in., $29.50; 
Atkins junior Mechanic, 20-in., $19. 


SCREWS.—A fair amount of interest 
has been manifested by the retail trade. 
Jobbers state that prices are firm. 


We quote from Cincinnati jobbers’ 
bright screws, 85 and 
flat head blue screws, 
off list: flat head brass 

10 and 10 off list: round 

screws, 80, 20 and 2% off 

list: round head brass screws, 80 

and 5 off list: round head nickel- 

plated screws, 10 and 5 off list. 


head 
list; 
2% 
screws, 80), 
head blue 


me 
fo, 





Lewis Bridge Dead 


The death of Lewis Bridge, which oc- 
curred recently at his home in Hunting- 
ton, Ind., marks the passing of another 
veteran hardware merchant of Indiana. 

Death was due to heart failure. 

Mr. Bridge, with his brother, entered 
the hardware business in Huntington in 
1881, having traded a grist mill at An- 
drews for the hardware stock. 
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Have you got your VI 


display 


The three fine display stands shown in the 
photograph are yours when you say the word. 
Handsome, practical fixtures which you can use 
every day for displaying any kind of merchan- 
dise—they carry no Viko advertising. 

You get them with a Viko deal. And then they’re 
yours. And it is a deal on which you can’t help 
making money, for it is built the right way —to 
get the business. 


Briefly, there is a 78-piece selection of best-sell- 
ing Viko Aluminum utensils. There are 150 
invitation letters, beautifully illustrated in color, 
all ready to mail to your best customers. And 








stands? 


25 Sani-Scrapers, a very interesting novelty, 
which you can give free to a few fortunate ones. 
And a 3-piece window trim. And display cards. 
And the three stands, in oak or mahogany fin- 


ish. All for $47.25. 


The whole plan is worked out to the last detail. 
Everything is set for you to go right ahead, sell- 
ing the right kind — the quality kind — of alu- 
minum, and building permanent business and 
good will. 


You can make money with this deal. When are 
you going to get your Viko display stands? For full 
details in a hurry mail the coupon below, or— 


Ask Your Jobber 


Aluminum Goods Manufacturing Company 
General Offices: Manitowoc, Wis., U.S. A. 
Makers of Everything in Aluminum 


——__—_ 
i 
———— 
—_—_—_-—— 
—-— 
_—__—_— 
—. 
as 
—_—_—_———— 


| 





esenseceessesinformation Coupons ssessssesseeg 


Aluminum Goods Manufacturing Company 
Manitowoc, Wis. 

Gentlemen: Please send, without obligation, full details 

about the Viko Window Display Deal. Our jobbers are 


Our Name 


Our Address... 


Seeeeeeaeeaeeaeaaeeeaas 
a son 
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Karly Spring Lines Moving in 
Bad Weather 


(Boston office of HARDWARE AGE) 


INCE our last review of the New England hardware market 
S real winter weather was experienced, which put a decided 

quietus on the shelf hardware business. Then came a genuine 
January thaw. Warm springlike days practically eliminated snow 
and ice in most parts of these States, and the flow of business sap 
has started to run once more. The aggregate daily bookings by job- 
bers has not assumed the total experienced earlier in the month, but 
at the present rate of recovery previous business levels will be 
reached or passed within a very short time. Another week has 
passed with little in the way of price changes to disturb the hard- 
ware trade. Many'retail dealers are about to start stock taking. 
After that will come the annual hardware convention, consequently 
the retailers have busy days ahead of them. 

Just now the trade is giving a great deal of attention to wooden- 
ware and similar early spring goods, with a view to conducting 
spring business drives at about the same time that department stores 
launch their annual early spring bid for business. Consequently 
such things as builders’ hardware, roller skates, kiddy kars, carpet 
sweepers, wash boilers and wash boards, freezers, canal barrows, 
mats, wood pails, clothes dryers, oil cans, flour sifers, scrub brushes, 
window poles, counter brushes, wringers, tea kettles, clothes pins, 
dry measures, clothes baskets, step ladders, fiber pails, clothes lines, 
dust pans, mop sticks and mops, window brushes, sink brushes and 
floor brushes are all decidedly in the limelight. Forward buying of 
poultry supplies, garden tools, fencing, gates, posts, nails and similar 
products has by no means been abandoned. It is without question a 
very broad and comprehensive hardware market these days. 





CLOTHES PINS.—Bookings of clothes 
pin orders are very satisfactory, say 


BRUSHES.—All kinds of brushes, but | 


more particularly floor varieties, are | 


moving in larger volume. Some of the | jobbers. 
retail trade are placing forward paint | We quote from Boston jobbers’ 
| stocks: 


brush orders with the jobbers. 


jobbers’ | Clothes Pins.—Daisy, $1.40 per box 


aS quote from Boston net . Moc re’s spring, 7T5e. per Zross, 
Brushes. — House, Osborn line, | COUNTER BRUSHES.—Sales of coun- 

men’s clothing, $1.07 each net: wall . 

cleaning $1.24: dry duster (floor). | ter brushes are growing larger each 
97. (ere . ae « site i fs . ° 

$1 ve TR gga 3 Hae Rp 2 age | day. Jobbers say retail dealers,in gen- 
» =Te . ZuC., ; Ss an, »éC. , 

bath, large, $1.54, medium $1.30: | eral have allowed stocks to drop to al- 

shirt, $1.07; nail, medium, 57c., ; 

attr’ 67a | most nothing. 
Paint Brushes.—Wall, $5 to $60 per We quote from Boston jobbers’ 

doz. net; varnish, $3.50 to $25; calci- | stocks: 

mine, $10.50 to $90; whitewash, $3.50 Counter Brushes.—No. 201, $3 per 


doz. net; No. 206, $7.50; No. 15, $2.25; 

No. 2 extra C, $7.38; No. 3 extra C, 

$8.38; No. 4 extra C, $10. 
CUTLERY.—One of New England’s 
largest manufacturers of pocket knives 
is out with new price lists which show 
mixed changes, mostly on the downside. 
The changes in either direction are 
small, however. In connection with the 


to $130, | 
BUILDERS’ HARDWARE. — Jobbers 
have adjusted their prices to conform 
with new lists recently issued by manu- 
facturers. Changes do not amount to 
much. Probably the most important 
change is a slight reduction in lock sets, 
which are now quoted as follows: 











We quote from Boston jobbers’ . . : 
stocks: growing popularity of American cut- 
walle can tx Ge tee ae lery, it is interesting to note that one of 
: Sls, : « ms v.d r . . . . 
doz.. in large case lots, $5.35. Steel | the Boston stores specializing in cutlery 


latch sets, $6 per doz. Steel bit front 
door sets, $1.50 each. All prices net. 


CLOTHES BASKETS.—Retail dealers 
are evincing more interest in clothes 


recently inserted an ad in the news- 
papers announcing the sale of Ameri- 
can scissors (in large type), every pair 
warranted, 3%-in. to 6-in., at $2 per 


—" Retail stocks in general are | pair. Over-the-counter sales were high 
small. | pind nag : % 
, : _ | ly gratifying. Some of the smaller 
We quote from Boston jobbers , : : 
stocks: | Boston stores are also pushing Ameri- 
Ciothes Baskets. — Willow, oval. j 
1742-in. on the bottom, $12.50 per doz. | —_ cutlery with good results. 
net; 19-in., $15; 20%-in., $17.50. | DRY MEASURES.—Retail dealers in 
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Boston— 


Slows Up Sales 


many parts of New England are be- 
ginning to stock up with dry measures. 
Some of the orders placed with local 
jobbers have been unusually large. 


We quote from Boston jobbers’ 
stocks: . 
Dry Measures.—Sealed, 1-qt., $2.80 


per doz. net; 2-qt., $3.47; 4-qt., $5.20; 
8-qt., $6.52; half bushel, $13.33. Sets, 
$31.33 per doz net. Above gvuods are 
not varnished. 
DUST PANS.—Mrs. Housewife will 
need a dust pan this spring, if not be- 
fore then. In anticipation of such buy- 
ing retail dealers are beginning to stock 
up. 
We quote from Boston jobbers’ 


stocks: 
Dust Pans.—No. 0, $2 per doz., 


net; No, 601, $6. 
FLOUR SIFTERS.—Flour sifters also 
will be wanted from now on, which ex- 
plains the growing activity in the mar- 
ket for such merchandise. 


We quote from Boston jobbers’ 


stocks: 
Fiour Sifters.—Victor, No. 1, $2 per 


doz. net. 
MATS.—Continued good reports are 
had from jobbers regarding the move- 
ment of mats. Some wholesale houses 
go so far as to say sales so far this 
month have been larger than for any 
similar period. 


We quote from Boston jobbers’ 
stocks: 

Mats—Cocoa, No. 1, 58c. each net; 
No. 2, 73c.; No. 3, 93c. Keystone 
flexible steel wire mats, No. 2, $1.47 
each net. 


SCRUB BRUSHES.—Among the many 
kinds of brushes now in demand, are 
scrub kinds. Floors have to be scrubbed 
throughout the year, but the big public 
buying movement comes in the early 
spring months. 


We quote from Boston jobbers’ 
stocks: : 
Scrub Brushes. — Daisy, without 


handle 20c. per doz. net; with han» 

85e. Bunker Hill, with handle, $2.25 

per doz. net. Hub, $2.75 per doz. net. 
SKATES.—-Jobbers are beginning to 
round up roller skate orders for deliv- 
ery next month. Massachusetts is 
spending large amounts on roads, and 
cities are doing the same thing. The 
average public highway today makes 
an excellent place to roller skate. It is 
no uncommon thing for children to rol- 
ler skate to school. 


We quote from Boston jobbers’ 
stocks: 

Ice Skates.—Men’s lever, bright, 
90c. per pair net; nickel $1.25; key, 
bright, 90c.; nickel, $1.25 to $3.25 


Mockey, key, nickel, $1.35 to $3.40. 
Screw to boot, nickel, 90c.; hardened 
steel, $1.12; steel, $1.50; chrome steel. 
$2.25; super-chrome_ steel $2 and 
$2.70. Ladies’, bright, $1.10; lever, 
bright, $1.20; nickel, $1.50; key, bright, 
$1.20; nickel, $1.50 to $3.60. 


Skating Outfits. — Men's, $3.65 per 
pair net: ladies’, $3.65. Challenge, 
men’s, $5: ladies, $5. Hawco, men’s, 
No. 84, $3; No. 130, $4; ladies’, No. 
85, $3; No. 093, $4.50. 


Straps. — Black or russet, tongue 
buckle, 20-in., $1.25 per doz. pair net; 
30-in., $1.80. Patent buckle, 20-in., 
$2.40; 30-in., $3. 


(Reading matter continued on page 78) 
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RTY-FIVE years ago Richards- 
Wilcox began manufacturing hangers 
for every door that slides. R-W 
Hardware, from the outset, has_ been 
standard equipment of its kind. Universal 
adjustments for door hangers, for instance, 
have been used by Richards-Wilcox for 
many years. Only principles of manu- 
facture, shown by exhaustive test and 
experience to be sound, are employed. 





With an Engineering Department of 
unusual technical ability and broad ex- 
perience in meeting and solving every 
doorway problem, it is but natural that 
R-W Doorway Equipment should be 
specified by leading architects, con- 
tractors and builders as the best in all 
points of economy, durability, and efh- 
ciency. 
















This Engineering Department serves in a 
two-fold capacity. It designs the most 
modern equipment to meet, in the most 
minute detail, every modern doorway re- 
quirement. It advises with all having 
doorway problems, without cost or obli- 
gation. It places at your disposal its 
entire resources. This Department 1s 
yours—do not hesitate to use it freely. 















AURORA, ILLINOIS, U.S.A. 


New York Boston Philadelphia Cleveland Cincinnati Indianapolis St.Louis New Orleans 
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Roller Skates. — Children’s strap 
heel and toe, 70c. a pair net: strap 
heel and clamp, 75c. Boy’s or girls’ 
strap heel, toe and clamp, $1.10. Chil- 
dren's ball be wr. $1.50. Boys’ ball 
bearing, $1.50. Girls’ ball bearing, 
$1.50. Boys’ nickel plated, truss ex- 
tension, $2.50; girls’, $2.50. 

STEPLADDERS.— Business in step- 


ladders has taken quite a spurt, accord- 


ing to jobbing houses here. It is now 
an assured fact that January sales will 
far exceed those for the corresponding 
month last year. 


We quote from Boston jobbers’ 
= Ty ks 

Stepladders. Nagpannse, 3-ft., $1.05 
eacn net: o-ft.. $1.75; -ft., $2.10. 
Combination stool and ager $12 per 
doz net. Paris, 3-ft., $1.80 each net; 
$-ft., $2.40; 5-ft.. "$3: 6-ft., $3.60 7-ft., 
$4.20: S-ft.. $4.80 10-ft., $6. 


SW EEPERS.—More and more interest 
is being shown in all kinds and makes 
of sweepers by the retail trade. Some 
ee earried over a fair stock from 
1925, but the rank and file did not. 

"We from jobbers’ 
stocks: 

Sweepers. -— Carpet 
ball-bearing, japanned, 
net nickeled, $4s: 
panned, $36: Universal, 
nickeled, $46; American 
Parlor Queen, $56. 


Toy Sweepers. 


per gross: Little $41; Littl 
Jewell, $119. 


TEA KETTLES.—Among the many 
things the housewife will want early in 
the spring will be a new tea kettle, and 
some of the retail trade are preparing 
to satisfy her wants. 
run to any particular make or style. 
It is general. 


quote boston 
Grand Rapids, 
$44 per doz.; 
Standard, ja- 
japanned, $42; 
(QJueen, $54; 
-Little Daisy, $24 
(Jueen, 


Coming Hardware Conventions 


AMBRICAN IRON, STEEL AND HEAVY 


HARDWARE AGE 


We quote from Boston jobbers’ 
stocks: 

Tea Kettles.—Copper, Rome line, 
No. 37, $16.60 per doz. net: No. 35s, 
$18: No. 39, $19.50: No. 638, $21.40; 
No. 639, $23.15; No. 177, $15.75; No. 
178, $17.15. 

TREE PRUNERS.— Mrs. Housewife 


will not be the only one requiring mer- 
chandise in the early spring. Mr. Pro- 
vider will want to get out and trim up 
his trees about the place. A tree pruner 
will come in handy at that time. Prices 
on the MeKenney line are lower. 

We jobbers’ 

stocks: 
Tree Pruners. 


0, $2.34 each net: 
$3. 67. 


VENTILATORS.—As indicated a week 
ago, jobbers’ prices on Diamond E win- 


quote from boston 


line, No. 


-McKenney 
» 67; No. a 


No. l, 


$2. 


dow ventilators are higher, in conform- | 


ity with new ones issued by the makers. 
New jobbers’ prices follow: 
We from Boston 
stocks: 
Ventilators.—Diamond E, No. 
$5.20 per doz. net: No. 2, $6; No. 
$6.80: No. 4, $8; No> 5, $8.80. 
WASH BOILERS.—Retailers are plac- 
ing good orders for wash boilers. Some 


quote jobbers’ 


02, 
3, 


Se SD 
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say the net cost to the retailer probably 
will be about as heretofore. List prices 
appear higher, but more liberal dis- 
counts are allowed. 


WINDOW BRUSH HANDLES.—Win- 


_dow brush handles are moving in larger 


volume, but the market can hardly be 
called active. Jobbers anticipate bet- 


‘ter business within the near future, 


however. 
We quote from Boston jobbers’ 
stocks: 
Window Brush Handles. — 8-ft. 
$2.25 per doz. net; 10-ft., $2.60; 12- ft, 


$3.15. 
WOOD PAILS.—There is a somewhat 
better demand for wood pails. Jobbers’ 


_stocks are moderately large and well 


_of the boilers are required immediately, | 
but most of them will not be delivered 
until a little later. 


Demand does not | 


HARD- | 


WARD ASSOCIATION CONVENTION, Ambassador 


Hotel, Atlantic City, N. J.., May 25, 26, 27, 
1926. <A. H. Chamberlain, secretary, Mar- 
bridge Building, 34th St. and Broadway, 
New York City. 

ARKANSAS RETAIL HARDWARE ASSOCIA- | 


TION CONVENTION, Little Rock, Ark., May, 
1926. L. P. Biggs, secretary, 815 Southern 
Trust Building, Little Rock. 

CALIFORNIA RETAIL HARDWARE & 
MENT ASSOCIATION CONVENTION, Hotel 
Whitcomb, San Francisco, March 16, 17. 
18, 1926. Le Roy Smith, secretary, 112 
Market St., San Francisco. 

CONNECTICUT RETAIL HARDWARE ASSOCIA- 


IMPLE- 


TION CONVENTION, Hotel Bond, Hartford, 
Conn., Feb. 18, 19, 1926. Henry S. Hitch- 
cock, secretary, Woodbury. 


HARDWARE ASSOCIATION OF THE CAROLINAS 
CONVENTION AND EXHIBITION, Raleigh, N. C., 
June &, 9, 10, 1926. <A. R. Craig, secretary, 
(17 Commercial Bank Building, Charlotte, 
RETAIL HARDWARE & IMPLEMENT 
DBALERS ASSOCIATION CONVENTION, Owyhee 
Hotel, Boise, Feb. 9, 10, 1926. E. E. Lucas, 
secretary, Hutton Building, Spokane, Wash, 


RETAIL HARDWARE ASSOCIATION 
CONVENTION AND EXHIBITION, Hotel] Sher- 
= Chicago, Feb. 16, 17, 18, 1926. Leon 
Nish, secretary, Elgin. 

amet RETAIL HARDWARE ASSOCIATION 
CONVENTION AND EXHIBITION, Indianapolis, 
Ind., Jan. 25, 26, 27, 28, 29, 1926: hotel 
headquarters, Claypool Hotel: exhibition at 
Cadle Tabernacle. G. F. Sheely, secretary, 
911 Mevyer-Kiser Building, Indianapolis. 
_lowaA RETAIL HARDWARE ASSOCIATION 
CONVENTION, Des Moines, Feb. 9, 10, 11, 
12, 1926. <A. R. Sale, secretary, Mason City. 


MICHIGAN RETAIL HARDWARE ASSOCIA- 
TION CONVENTION, Grand Rapids, Mich., 
Feb. 9, 10, 11, 12, 1926. Karl S. Judson, 
248 Morris Avenue, Grand Rapids, Mich., 
manager of exhibits. A. J. Scott, secretary, 
Marine City. 


IDAHO 


ILLINOIS 


: (Reading matter continued on page 80) 


We quote from Boston jobbers’ 
stocks: 
Wash Boilers.—Tin. No. 81X, $23 


net: No. 81XX, $27. 75; No. 


No. 91XX, $29.45. 


per doz. 
9I1X, $24; 


assorted, consequently prompt deliver- 
ies can be made. 


We from 
stocks: 


jobbers’ 


Wood Pails.—Two hoop, clear, $4.12 
per doz. net; 3-hoop, clear, $4.50; 
stable, iron hoop, $7; white cedar, 
galvanized hoops, $17; Star, $6.75. 


WRINGERS.—Retail dealers, according 


quote Boston 


_to jobbers, rather like the new method 


of buying wringers in unit lots. Here- 
tofore they were quoted by the dozen. 
Business in wringers is picking up quite 


a little, and should be even better next 


WASHING MACHINES.—Some of the | 
manufacturers of washing machines _ 


have issued new price lists. 


Jobbers | 


month, say jobbers. 


We from 
stocks: 

Wringers.—No. 130, $3.65 each net; 
No. 100, $4: No. 350, $4.45. Set tub, 
No. 361, $5.85; regular, No. 380, $4.80; 
No. 380E, $4.95; No. B381E, $8.50. 
Bench, No. B350E, $7.50. Folding 
laundry bench. No. B38S0E, $8. 


quote Boston jobbers’ 





MINNESOTA RETAIL HARDWARE 
TION CONVENTION, St. Paul, Feb. 
19, 1926. C. H. Casey, secretary, 
Avenue and Twenty-fourth Street, 
apolis. 

MISSISSIPPI RETAIL HARDWARE & 
MPNT ASSOCIATION CONVENTION, 
Miss., June 21, 22, 23, 1926. Guy 
secretary, Starkville. 

MONTANA IMPLEMENT & HARDWARE 
SOCIATION CONVENTION, Great Falls, 
1s. 19. 20, 1936. A. C. 
treasurer, Bozeman. 

NATIONAL RETAIL 
(CONVENTION, Indianapolis, Ind., 


16, 17, 18, 
Nicollet 
Minne- 


IMPLE- 
Biloxi, 
Nason, 


As- 
Feb. 


June 21, 22, 


23, 24, 1926. Herbert P. Sheets, secretary, 
130 E. Wasaamon St., Indianapolis. 
NEBRASKA RETAIL HARDWARE ASSOCIA- 


TION CONVENTION AND EXHIBITION, Omaha. 


Neb., Feb. 2, 3, 4, 5, 1926; convention head- 
quarters, Rome _ Hotel exhibition City 
Auditorium. George H. Dietz, secretary, 


$14 Little Building, Lincoln. 

NEW ENGLAND HARDWARE DEALERS’ ASso- 
CIATION CONVENTION AND EXHIBITION, Me- 
chanics Building, Boston, Mass., Feb. 

23, 24, 1926. George A. Fiel, secretary, 
High Street, Boston, Mass. 

NEw YorRK STATE RETAIL HARDWARE As- 
SOCIATION CONVENTION AND EXPOSITION, 
Rochester, Feb. 9, 10, 11, 12, 1926. 
quarters and session will be held at the 
Hotel Seneca: exposition will be conducted 
ut the State Armory on Main Street East. 
John B. Foley, secretary, City Bank Build- 
ing, Svracuse. 

NORTH DAKOTA RETAIL HARDWARE ASsSoO- 
CIATION CONVENTION AND EXHIBITION, 
Fargo, Feb. 10, 11, 12, 1926. C. N. Barnes, 
secretary, Grand Forks. 

OHIO HARDWARE ASSOCIATION 
TION, Cleveland, Feb. 16, 17, 18, 
James bs. Carson, secretary, 1001 
Building, Dayton. 

OKLAHOMA HARDWARE AND 


Pr 


19, 1926. 
Schwind 


IMPLEMENT 
Masonic 


ASSOCIATION AND EXHIBITION, 
Temple, Oklahoma City, Jan. 26, 27, 28, 
1926. Chas. L. Unger, secretary-treasurer, 


Oklahoma City. 


ASSOCIA- | 





Talmage, secretary- | 


HARDWARE ASSOCIATION 


Head- | 


CONVEN- | 


RETAIL HARDWARE & IMPLEMENT 
DEALERS ASSOCIATION CONVENTION, Multno- 
mah Hotel, Portland, Feb. 2, 3, 4, 1926. 
E. E. Lueas, secretary, Hutton Building, 
Spokane, Wash. 


PACIFIC NORTHWEST HARDWARE & IMPLB- 


OREGON 


MENT ASSOCIATION CONVENTION, Davenport 
Hotel, Spokane, Jan. 27, 28° 29, 1926. 
EK. EE. Lucas, secretary, Hutton Building, 
Spokane, Wash. 


PENNSYLVANIA AND ATLANTIC SEABOARD 
HARDWARE ASSOCIATION, INC., CONVENTION 
AND EXHIBITION, Commercial Museum, 
Philadelphia, Pa., Feb. 15, 16, 17, 18, 19, 
192 Sharon E. Jones, secretary, 604 
Ww esley Philadelphia. 


SoutH DaKkoTa RETAIL HARDWARE ASso- 
CIATION CONVENTION, Sioux Falls, Feb. 
23, 24, 25, 1926. Charles H. Casey, sec- 
retary, Nicollet Avenue and Twenty-fourth 
Street, Minneapolis, Minn. 


Building, 


SOUTHEASTERN RETAIL HARDWARE AND 
IMPLEMENT ASSOCIATION (composed of Ala- 
bama, Florida, Georgia and Tennessee) 
CONVENTION AND EXHIBITION, Atlanta, Ga., 


May 10, 11, 12, 1926. Walter Harlan, sec- 
sag 701 Grand Theater Building, Atlan- 
ta, Ga. 


SOUTHPRN CALIFORNIA RETAIL HARDWARE 
ASSOCIATION CONVENTION AND EXHIBITION, 
March 10, 11, 12, 1926. Headquarters, Am- 
bassador Hotel, Los Angeles. ee Boyd, 
secretary-treasurer, 618 Hellman Bank 
Building, Los Angeles, Cal. 


VIRGINIA RETAIL HARDWARE ASSOCIATION 
CONVENTION AND EXHIBITION, Jefferson 
Hotel, Richmond, Feb. 23, 24, 25, 1926. 
Thos. B. Howell, secretary, 301 E. Grace, 
Room 906, Richmond 


WISCONSIN RETAIL HARDWARE ASSOCIA- 


| TION CONVENTION AND EXHIBITION, Audi- 


| 


Feb. 2, 3, 4, 5, 


torium, Milwaukee, Wis., 
1476 Green Bay 


1926. G. W. Kornely, 


Avenue, Milwaukee, Wis., manager of ex- 
hibits. J. Jacobs, secretary, Stevens 
Point, Wis. 
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A Columbian Dealer 


has a real story, regarding Rope, for his customers. This story is about the 
red, white and blue Tape-Marker, which runs in the center, throughout the 
entire length of every Columbian Tape-Marked Pure Manila Rope, and 
contains the manufacturer’s signed guarantee. 

Stock this well known, guaranteed rope. It is an excellent rope to handle 
and the Tape-Marker, right in the rope itself, instills confidence in your 
customers, making it an easy rope to sell. | 

Columbian dealer helps, of genuine sales value, are gladly forwarded to 
all Columbian Dealers. 








Columbian Rope Company 
352-80 Genesee Street 
Auburn, ‘‘The Cordage City,’’ N. Y. 








Branches: New York Chicago Boston New Orleans 
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Steady Gain in Sales in Pittsburgh Market— 


Prices Are Firm and Collections Satisfactory 


(Pittsburgh office of HARDWARE AGE) 


TEADY gain is noted by jobbers here in the movement of goods, 


both seasonal and for spring distribution. 
sending back many large orders, 


Salesmen are not 
but do maintain a steady 


stream of small ones for early delivery and retailers also are speci- 
fying with greater freedom against their orders for spring lines. 
Shipments of the latter are, as usual, governed by the amount of 


storage space that retailers have available. 


There is a good tone 


to the market, and while it is generally appreciated that nothing 
has happened to lead to a change of buying policy by retailers which, 
on account of the proved ability of manufacturers to supply all re- 
quirements and of the railroads to move them promptly, calls for 
short range purchases, it is believed there will be a good spring 


trade. 
and mattocks to cut off the extra 
severe competition of last year, 
noted. Collections are described 


BATTERIES.—tThere is such a well 
sustained demand for batteries, espe- 
cially for radio use, and such a rapid 
turnover that jobbers now regard this 
line as a staple and often express the 
wish that there was an equally quick 


turnover in other items. 

Jobbers’ quotations to retailers, 
f.o.b. Pittsburgh: 

Broken Unit 

Packages Packages 

Keach Kach 
FI, eee. $0.97 
i et 1.22 1.14 
i Pr er 1.32 1.22 
Pa epee 1.40 1.30 
. —OClU/e [2 2.62 2.44 
ED ee 2.62 2.44 
U7, eee 3.33 3.00 
a BOM. bstwessesads 42 .39 

No. 6 dry cells, ignition type, 30'c. 
each. 

Flashlight.—-No. 935 9%ec. each; 
No. 950, 10%c.; No. 790, 22c.; No. 
705, 21%c.; No. 750, 18c.; No. 751, 
24e. 

Hot Shot.—No. 1461, $1.70; No. 


1662, $2.35. 
BOLTS, NUTS AND RIVETS.—There 
is nothing new or interesting in these 
lines. Trade is more remarkable for its 
steadiness than size, as it has been so 
long since prices changed that quota- 
tions have come to be regarded as fix- 
tures, and purchases in strict accord- 
ance with needs is now the rule. 
We quote out of jobbers’ stocks as 
follows: 
Machine bolts, 
50 and 10 per cent off list; 
cut threads, 50 per cent off list; car- 
riage bolts, small rolled threads, 50 
per cent off list; all sizes cut threads, 
45 per cent off list: stove bolts, 75 
per cent off list; tire bolts, 40 and 
10 per cent off list; nuts, hot pressed 
blank or tapped, 3’ 25c. Of) aiSt, C.pre. 
and t. blank or tapped, 3.35c. off list: 
rivets, small wagon and tinners’, 60 
per cent off list. 
BUILDERS’ HARDWARE.—tThere is 
not only a continuing good demand, but 
the outlook so far as this part of the 
country for much new construction is 
bright enough to encourage expecta- 
tions of a good year. 


GARDEN IMPLEMENTS.— Quite a 
fair movement of tools, sprinkling cans 


small rolled threads, 
all sizes 


Outside of an effort on the part of manufacturers of picks 
discounts that developed from the 


no important price changes are 


as only fair. 


and hose is reported against orders. 
Jobbers quote: 
Tools.— Manure 








forks, first quality, 


long handled, $15.25 per doz.; bowed 
garden rakes, 14-tooth, $9 per 
doz. ; spading forks, $10.80 to $21 
per doz.; haying forks, 3-tine, first 
quality, $12.7 75 per doz.; ‘German hoes, 
No. 3-0, $7.20 per doz. 

Hose.— - 250-ft. reels; %  in., 


in., 1014c. to 
Gem spray 


to l6ec. per ft.; %& 
lic.; %-in., 11%e. to 12c.; 
nozzles, $6. "80 a doz. 

Sprinkling Cans.—4-qt., $6 per doz.; 
6-qt., $6.60; 8-qt., i ova , Soe $8.10; 
12-qt., $10: 16-qt., 0. 


GALVANIZED ah meg not 
yet very heavy, the movement of these 


916¢, 











supplied against 
Jobbers quote: 


of retailers to be 
spring requirements. 
Garbage Cans.—Security line, with 
lids, No. 1, $3 each; No. 2, $3.50; No. 
3, $4; pails, No. 7, $1.50: No. 8, $1.65; 
No. 9, $1.90; No. 10, $2.10. 
Tubs and Pails.—Tubs with wringer 
attachments, No. 2, $! per doz.: 
No. 3, $9.60; pails, 12-qt., $2.60; 
14-qt., $3. 
P AINTING SUPPLIES. — Turpentine 
| has lost some of its recent advance and 
'oil has dropped a little. Current de- 
| mands are light, but a good many 
spring orders are coming along. 


Prices to retailers: 








Ready mixed paints, best grades, 
$3.10 per gal.; lower grades, $2.50; 
lead, 5c. per lb. in 100-Ib. 

lots, 10 per cent less in lots of 500 


lb. or more and an extra 5 per cent 
less in lots of a ton or more; turnen- 
tine, $1.20 per gal. in barrel lots: 
linseed oil, 13.16c. per Ib. in barrel 
lots. 


‘PAPER BURNERS.—Shipments 
‘against spring orders are beginning to 
| increase, but the movement has not yet 
-assumed large proportions. There is 
no collection of paper with rubbish in 
this part of the country and the use of 
burners is extensive. Jobbers quote: 
No. 1 size, $3.50 each; No. 2, $4.50; No. 
3, $6. 
PICKS AND MATTOCKS.— Makers 
last year exceeded regular discounts by 
‘extras of 10 and 5 per cent in the 
| scramble for business. This meant a 


white 
| 


lines is beginning to reflect the desire | 
































loss and the effort now is to get prices 
back to the regular discounts. 


POULTRY NETTING.—Jobbers report 
increased shipments against spring re- 
quirements. Jabbers quote galvanized 
netting at 50, 10 and 10 per cent off 
list before weaving and 50 and 10 per 
cent off list after weaving. 


SCREEN WIRE CLOTH.—Shipments 
against spring orders are being released 
with a fair degree of freedom. There 


has been no change in prices. Jobbers 
quote: 
Black, $1.75 to $1. ‘' base, per 100 
sq. ft.; bronze, $5.5 


SHEET seeinien.. diate is better 
than it was recently, but the real spring 
demand is yet to develop. Prices do not 
change. 

We quote sheet copper at 22%4c. per 
lb. from jobbers’ stocks in lots of 
300 lb. or more and 26%c. per Ib. in 
single sheets; sheet zinc, 14c. 
Ib. in loose sheets; 13c. in 100 Ib. 
casks; 12%c. in 300 Ib. casks and 
12%4c. in 600 Ib. casks. 

SHEET STEEL.—Fairly good business 
is being done, but the volume still is 
below what it was in the latter part of 
last year or what it will be with the ap- 
proach of spring. Sheet manufacturers 
are finding the recovery in _ specifica- 
tions from the year-end lull a little 
slow. Some mills anxious to maintain 
rolling schedules are making conces- 
sions on black sheets and the automo- 
bile manufacturers are making a deter- 
mined effort to break the price of body 
sheets. In a general way, however, 
there is good observance of mill quota- 
tions and the market may be called 
steady. 

Prices out of Pittsburgh jobbers’ 


stocks: Galv. flat, No. 28 gage, $5.60 
base per 100 lb.; corrugated No. 28 
gage, 2%-in.. $4.74 per square; one 


pass cold rolled black, No. 28 gage, 
$4.35 base per 100 Ib. Armco ingot 
iron galvanized flat No. 28 gage, $6.35; 
Tonean metal galvanized flat, No. 28 
gage, $6.35; all for lots of one to nine 
bundles. 
SK AT ES.—Moderate weather has 
slowed up the demand for ice skates, 
but there is more interest in roller 
skates as retailers begin to prepare for 
spring demands. 


Jobbers quote: 


Roller Skates. —Union Hardware 
Co. line, No. 2, 65e. per pair; No. 
75e. - No. 10, $1.05; No. 6, $1.50: Wins- 
low. line, No. 38%, $i. 50; No. 38, 
$1.60. 

ice gag TO oe vat line, No. 
2110, 82c.; No. 2110 L. S., $1. 15: No. 
2120, $1. 20): No, 2120 L. S., $1. 40. 


TIN AND TERNE PLATE.—Prices are 
firm and jobbers are doing a fairly good 


_business, with the prospect good for 
greater activity as spring approaches. 


ee 


Pittsburgh warehouse prices: 
Roofing ternes, 8-lb. I. C. 20 x 
$13.90 per pkg.; 20-lb. I. C. 


9g. 
in., 


$19; 35-lb., $21; 30-lb., $22.50; 40- ib. 
$25. 25: Follansbee forge roofing, 
son. ib: furnace plate, I. C. 


L. 20 
28 - -in., $13.50 per box of 112 masta: 


I. X. L., $15.50. 
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Convenient to carry in the tool box and take up 
little room on the work bench. Made in two sec- 
tions, the head piece and the sliding jaw or tail 


piece. 


Made in two sizes: No. 32, capacity 114” thick 
and 2” or more in width. 
thick and 2” or more in width. 


Jaws and cranks are malleable iron. All screws 
are of steel with powerful machine-cut square 
threads. Heavy malleable ball and socket washers 
adapt themselves to any uneven surface. 


No. 33, capacity 2” 








This time and space saving clamp is in use 


practically everywhere. 


Put in a stock and profit. J Carriage Makers’ Clamps 
E. C. STEARNS & COMPANY 


Built to give the greatest amount of strength 
possible for the weight of material used. The 
screw is steel, therefore this clamp will give 


Syracuse, N. Y., U.S. A. unusual service. Adjustable washer conforms 


to any surface. 


Sales Representatives: 


W. R. VOORHEES & CO., 417 Market St., San Francisco, Cal. 


Also made in extra-heavy pattern with very 


THOMAS A. TROY, 150-152 Chambers St., New York, N. Y. heavy steel screws. 











GRIFFIN— 


the hinge that is designed 
and made for lasting beauty 
of finish, pleasing simplicity 
in design, lifelong endur- 


e 


EEL gom8 





Griffin Hinges are made in We also manufacture 


ance in service—the result ye arg nso emia Cellar Window Sets. Haspe 


in moisture proof paper and and Safety Hasps. Door 


of more than thirty years Of sacked one pair in a box ‘Handles and Door Holders, 


with screws to match. Brackets, Push Pilates, 


experience in the manufac- — write today for our price Df*wer Pulls, Door Stops, 


ture of hinges. 


Sash and Screen Lifts, Bar- 
rel Bolts. Corner Braces, 
Corner Irons, Washers, ete. 


list and the catalogue of the 
complete Griffin Line. 


GRIFFIN MANUFACTURING CO. 


WARENOUSE 


45 Warren St.,New 


York ERIE,PENNA.’ 74w.LakeSt.Chicago, It 
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“Buy at the Store—Not 
at the Door’”’ 


Franklin G. Smith— 
The Man Behind This Nation-wide Drive 


—Bvy H. W. Geller, of Geller, Ward & Hasner Hardware Co. 


you must be vitally interested in the national 
advertising of The Osborn Mfg. Company now 
appearing each month in leading national! publications. 

In addition to featuring Osborn Blue Handle 
Brushes, it is ACTUALLY selling the retail store 
to the public. " 

“Your Money Buys More When You Buy atthe 
Store,” is the direct and truthful statement read by 
two million women as they read the Osborn Brush 
advertisement in these journals. More than a million 
homes get this message every month. “You Can Now 
Buy Better Wearing Brushes for Less Money at Your 
Local Store,” reads another full-page before me. 

Always, vou note,.the store is featured as the place 
to get the best values. 

Think what it means to the hardware business as 
a whole—to your business, and to my business, to 
know that millions and millions of people who have 
homes and money are being directed and encouraged 
to buy at the store and not at the door. Think what 
the result will be as this advertising continues. 

Think what it means to know that one of the oldest, 
strongest and finest firms in the land is actually with 
you and with me 100 per cent, telling our customers 
that they can buy comparable merchandise at our 
store for less money, and that there is no real advan- 
tage in dealing with the house-to-house canvassers. 

As Theodore Roosevelt said, “Every institution 
that has contributed to American progress has been 
built upon the initiative and the enthusiasm of an 
individual.” Who, then is the man behind this nation- 
wide drive to resell the retail store to the public; 
to encourage people to buy where the dollar buys most 


F you operate a retail store or a department store 
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Franklin G. Smith 


and to discourage the habit of patronizing canvass- 
ers? FRANKLIN G. SMITH. , 

For more than twenty-five years Franklin G. Smith 
has been the president and general manager of The 
Osborn Manufacturing Company. | 

As a young man he started as a clerk in a store. 
and without pull, without inherited money, step by 
step gradually and deservingly he earned all that he 
now has as the directing head of The Osborn Manu- 
facturing Company, the largest of its kind in the 
world. 

“Mr. Smith has always been bigger than the com- 
pany,” said a man who has been closely associated 
with him for more than twenty years, and he added, 
“Today the company is a thousand times larger in 
assets, in volume and in floor space than it was when 
he took the wheel as its captain.” 

Like many men who are really big, Mr. Smith is 
quiet, considerate, kind, strong in character, of 
definite purpose and a natural leader. “It’s either 
right or it’s wrong, and there just is no in-between 
ground,” is a conviction with him. “We either go in 
to win, or we stay out,” is his attitude in all things. 

The Osborn Manufacturing Company stands as a 
monument to the life, the character and the policies 
of its president. 

Mr. Smith is a director of The Cleveland Trust 
Company and of the Ohio Rubber and Textile Com- 
pany, a trustee of Dennison University, an active 
church man, treasurer of the Brush Manufacturers’ 
Association, a member of the National Council of 
the Y. M. C. A., and for several years president of 
the Cleveland Association, a citizen who stands high 
in the respect and esteem of all who know him. 





Hinkey’s Secret 


ie of the greatest athletes 
Yale or any other’ uni- 
versity ever had recently -died— 
Frank Hinkey. All university men 
rose up to speak well of him. He 
was light in weight, but deadly in 
competition, a thorough _ sports- 
man. quiet and thoughtful when 
off the field. It is said of him that, after he gradu- 
ated, he could never watch a big game in which his 
alma mater was involved without becoming so ner- 








vously excited as to be actually ill. During one such 
game he hired a taxi and drove up and down New 
York until he knew it must be over, when he bought 
a newspaper, learned of a Yale victory and became 
violently ill. Nobody yearns for illness among sales- 
people, but, oh, if there only could be more earnest 
yearning for the success of one’s adherents which was 
undoubtedly the secret of Hinkey’s success. The big- 
gest besetting sin of modern merchandising is just 
plain apathy among the rank and file of the “players.” 
To have success you must want success. 











January 28, 1926 


Hardware Romance 








Mr. LLEw S. SouLe, Editor, 
HARDWARE AGE, 
New York City. 


I ran across this clipping and thought you might 


like to reprint it in HARDWARE AGE. 
(Signed) SIGMUND AMUNDSON, 
Chicago, III. 


Our heroine had golden LOCKS; 
Her NAILS were manicured, 

And she paid packs of income TACKS; 
To wealth she was inured. 


Our hero SAW the little maid, 
And thought he’d like to date her, 

She wore PLANE HOES, and goodness knows, 
JACK wished to CULTIVATOR. 


Just then he SAW her RAZOR skirts 
A BIT, while on the SQUARE, sir, 
She got a jolt, as with a BOLT, 
He hurried to her, there, sir. 


She turned her LAMPS on JACK and BIT 
Her lips till they were PAIL, sir, 

And said, “You RAKE! Just make a break, 
And you will go to jail, sir!” 


“That’s AWL!” says she. “Obey my RULE! 
You’d better make a start, sir’’— 

Then ADZE, “You bet I’ll never let 
A MONKEY WRENCH my heart, sir.” 








Installment Selling 


The expansion of the partial payment plan of buying, 
or, from the viewpoint of the merchant, installment selling, 
has reached a point that business is showing a disposition 
to find out where it is leading. 

The National Distribution Conference suggested, to that 
end, that a careful study of it be made by the Chamber of 
Commerce of the United States to determine: 

1. The effect upon the general credit structure as well 
as the cost and the safest methods of financing installment 
sales; 

2. The approximate extent to which the installment buy- 
ing public is committed to future installment payments in 
relation to its current income; 

38. The probable effect on the consuming public and busi- 
ness of further extension of installment selling. 

“Development of installment selling,” says the commit- 
tee which made a survey of methods of distribution, “was 
not pronounced until the advent of the automobile. Today. 
however, installment selling is employed in the sale of 
multitudes of articles. As a matter of fact, it has been 
stated that even the wealthier classes, who are under no 
necessity, take advantage of time payments.”—Today’s 


Business. 
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MOP STICKS 



































The Arcade Gem line of Mopsticks offers to you ser- 
viceable and high class merchandise superior in every 
way. Look for the Arcade label on 
This is your guarantee of a reliable article. 


‘Our No. 0 Gem Mop 


is of the highest type construction. 
All metal parts are made of steel 
heavily coppered. It is strong and 
serviceable, but light in weight for 
the convenience of the housewife. 
Long and satisfactory service under 
hard use, is proof of its qualities. It 
has a 48 inch waxed finished hardwood 
handle. 


every stick. 











No. 50 Janitor 

Mopstick 
is especially adapted for heavy 
work in apartment houses and 
public buildings. There is a ready 
sale on this item, due to its quality 
and satisfactory service. It is of 
the screw type, and you will find 


no weak points in its construction. 
The extra heavy polished hard- 
wood handle is 54 inches long. 





Write us for catalog. 


Arcade Manufacturing 
Freeport, Illino‘s 
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The Pulling Power of Well Lighted Windows 


How to Get Right Amount of 
Light Where You Want It 


In the Second of This Series of Four Articles, Method of Determin- 
ing the Size and Number of Lights Is Explained 


By R. L. Zahour 


OST progressive merchants are aware of 
the fact that the drawing power of a well- 
arranged show window display depends 

upon an adequate and properly designed lighting 
installation. Few are familiar with modern show- 
window practice and the methods of installation 
which will insure good illumination as well as flexi- 
bility in its use. 

A modern window lighting system is designed to 
enable the merchant to use various intensities of 
illumination in the window if he desires, and to use 
a concentrated beam of light on a particular article 
of the display which he wishes to emphasize. 

Methods employed to obtain this flexibility in a 








Examples of Colored Lighting Equipment 


lighting installation are more fully described in the 
following paragraphs. 

A good lighting system has three essential charac- 
teristics: 

Light of an adequate amount. 

Light in the proper direction (effected by the use 
of good standard show-window reflectors) and 

Light sources properly shielded from the observ- 
er’s eye. 

A simple yet fairly accurate method of determin- 
ing the number of lamps and lamp sizes necessary to 


give adequate illumination in the window is as 
follows: 


TABLE A 

Watts Per Square 

Quantity of Illumination Foot of Floor Area 
DP cchivtwink’ tales vuiedes vebees 5 
SE 6. 0dns 6 Gccd tne weeeeh'ss betes 10 
a aad i ai lili a eis al id ie a i tet 15 
ini hie Lia a Geek ae Cea 20 
0 re ree Ft re er ert 25 
EE tiie cpr edisiadas aimee waeracelnaidt 45 


Referring to Table A, it is clear that good lighting 
installations have between 15 and 25 watts per 
square foot of window floor area in a medium-sized 
store. Multiplying the value selected by the floor 
area of the show window will give the total wattage 
necessary to illuminate the window properly. 

The most efficient and economical lamps for gen- 
eral window lighting are the 100, 150 and 200-watt 
sizes. The necessary number can easily be deter- 
mined by dividing the total wattage by that of the 
chosen lamp. 

In small and medium-sized stores, however, a bet- 
ter distribution of light can be had with the use of 
more low-wattage lamps, say 75 or 100 watts, than 
by the use of a few large wattage lamps which are 
apt to create a “spotted” lighting effect on the 
display. 

Likewise, a system with many outlets is advan- 
tageous in that the arrangement of wiring circuits 
renders it possible to use higher wattage lamps 
without overloading any one line and at the same 
time enables the merchant to use various amounts of 
light as he desires (the latter feature will be more 
fully discussed in the paragraph on circuits). 

Referring to Table B, classify the location of your 
store and note the spacing of the window outlets. 
This spacing distance is measured from the center of 
one lamp outlet to the center of the adjacent outlet. 


TABLE B 
Spacing of 
Store Location Intensity of Light Lamp Outlets 
Metropolitan ....... 25 watts per sq.ft. 12 inch centers 
Main Street Stores.. 20 watts persq.ft. 18 inch centers 
Side Street Stores... 15 watts persq.ft. 24 inch centers 


Example: A store located on the main street of a 
fairly large city has two show windows 8 feet long 
and 5 feet deep and a height approximately 1.5 times 
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How Much Burniture 


Does a House Hold? 


NTIL moving day we —— realize how 
much furniture is required for our 
comfort. It takes about seven pieces 

for every individual--seven packages of Domes 
of Silence for every person in the house! Know 
this and you know why live retailers suggest 
them for every piece in every room in the 
house. Their sales are in dozen sets or more 
per customer. Their profits are twelvefold! 
The next page shows the new Display-Stock 
Cabinet. It wants a job. y YA es 
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ww Easily cApplied 
Wi.) Save Furniture, Floors A 


and ‘Rugs 


Better Than (asters 
The Perfect Furniture 


Footwear 





Reg. U. S. Pat. Off. 
No. 995,758 which will 
be stri ictly enforcec 


DOMES OF SILENCE Division, Henry W. Peabody & Co. 17 State Street, New York City. 











Costs *10 
Sells Itself for $15! 





sizes-- 
mae - ck di do 
per gross sets 


SS Sets. Size 
ts--$13.50 





REFILLS-- 


CT TOSS 





This mae nis Sines ne 


Cabinet--Assortment D-20--costs 
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sets as fc ‘Ilo ozen eac 
of 34° and 1%": 2% do 
y,". 54" 34" and 7%", 


HERE’S money in Domes of 
Silence. Every home needs from 
three to five dollars’ worth. 

Domes of Silence are nationally adver- 
tised. Customers know they will save 
furniture, floors and rugs. They only 
need a reminder to ask for them. They 
only need a suggestion to buy them for 
every piece in every room. This Display- 
Stock Cabinet reminds them and stocks 
a full gross in back for your quick se- 
lection of sizes. Just a five-inch strip is 
all the room this cabinet takes. Look 
around the store--find the place for it-- 
then get one at once from your jobber. 


DOMES A SILENCE 





Better Than (asters 
The “Perfect Furniture 


Easily cApplied 


Save Furniture, Floors 


and Rugs 





Footwear 





Reg. U. S. Pat. Of. 
No. 995,758 which will 
be strictly enforced. 


DOMES OF SILENCE Division, Henry W. Peabody & Co. 17 State Street, New York City. 
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the depth. Turning to Table A and the second item 
of Table B, we find that 20 watts per square foot will 
give the necessary amount of light. Multiplying 20 
by the floor area of the window, 8x5, will give us 
800 watts as the total wattage required. Laying out 
the outlet locations in the sketch (Fig. 2) we find 
that eight lamps are required. (Fig. 1 and Fig. 2.) 
Dividing the total wattage of 800 by 8, we obtain the 
value of the 100 watts per lamp. Hence we choose 
to use eight 100-watt clear-bulb lamps for each 
window. 

To obtain proper direction of light on the display, 
any good standard type of show window reflector 
made by a reliable company should be used. Window 
reflectors, such as illustrated in Fig. 4, are designed 
to allow no light to be scattered out over the side- 
walk, but to spread the light evenly over the display 
where it is most desired. 

The use of bare lamps without reflectors will re- 
sult in loss of light, lower intensity and poorer 
efficiency, as explained in the first of this series of 
articles. 

To obtain the highest efficiency from a good light- 
ing installation, it is important that the background 
of the window be finished in light colors. Warm 
grays, cream white and Caen sttone shades are ex- 
cellent. 

It is extremely important that the light sources 
be shielded from the observer’s eye, and to accom- 
plish this a short curtain or valance is usually hung 
between the reflector equipment and the front glass. 
This valance should be hung low enough to conceal! 
the light sources even when the passerby is close 
to the window pane. A typical lighting system de- 
signed for the windows of a small store is shown in 
Fig. 5, while that of a large metropolitan store is 
illustrated in Fig. 6. 

It is often found desirable to lay emphasis on some 
particular article of the window display. This can 
readily be accomplished by the use of standard spot 
light projectors equipped with lamps of at least 200 
watts. Practical locations for spot light projectors 
are indicated in Figs. 1, 2 and 3 by an outlet sym- 
bol “S.” 

The specific advantages of using several small 
wattage outlets in preference to a few large wattage 
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outlets can be seen by a concrete example. In Figs. 1, 
2 and 3, the left-hand windows are wired with two 
or three independent circuits which arrangement » 
places every other window as an outlet on one 
circuit, the remaining outlets upon a second circuit, 
and the spotlight projectors on still a third circuit. 
By this arrangement, high or low intensity of illu- 
mination can be had in the show window without 





Interior view of an excellent lighting installation in the 

windows of John Moran’s Stationery store, Bloomfield, N. J. 

Two units are connected to one circuit and the remaining 

three are carried on anoher citreuit making a flexible 
system. 


producing a spotted lighting effect on the display. 
The spot light projectors, being connected to indi- 
vidual circuits, can be equipped with large wattage 
lamps without the danger of overloading. In this 
way a circuit containing four 100-watt lamps will 
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amply carry four 150-watt lamps if the merchant 
desires to increase his lighting intensity. 

A more thorough discussion of the desirability of 
this wiring arrangement in connection with colored 
lighting will be covered in the next article in this 
series. - 

Your prospective customers strolling down the 
street in the evening will cross the street to see cer- 
tain window displays and will walk past others with- 
out even noticing them. Why is the brilliantly 
lighted window, the window in which something is 
moving, or the window in which striking color ef- 





A view of a window lighting installation in a large Metro- 


politan Department store. The Caen Store Background 
exemplifies excellent practice for show windows. 


fects are employed so attractive? Because they are 
the windows which send their merchandising meth- 
ods out into the street and compel the passerby to 


_stop and look. 


This discussion next week will be thoroughly prac- 
tical in nature and will contain information that 
can be immediately applied by your window display 
manager. It will deal with electric wiring arrange- 
ments in connection with colored lighting effects. 
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S originators of the Tu- 
bular and Clinch rivets 
and with a record of more 
than fifty years of successful 
accomplishment behind us, 
we know that this product 
cannot be made better or 
priced fairer than we make 
them and price them. 


Coast Representative 


J. T. McDEVITT 


Postal Telegraph Building 
SAN FRANCISCO, CALIFORNIA 


The largest 
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TUBULAR RIVET & STUD 
COMPANY 


BOSTON 
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(Continued from page 51) 











to handle this one special line of work. Now, it is 
well known that where a clerk has too great a variety 
of duties, he loses both speed, efficiency and volume of 
work. Arranging even office work is like mass pro- 
duction. As we know when there is a long run with- 
out the machines being changed, the goods can be 
produced at a very low cost. It is the shifting and 
the adjusting of the machines from one job to another 
that make the job expensive. By the same token, 
these gentlemen in authority in an office who attempt 
to cover too many jobs themselves simply ball up and 
delay the work when other men who are capable and 
willing and who could easily be trained to handle the 
work efficiently, look on and watch the prominent gen- 
tlemen who struggle with the false idea that their 
importance is enhanced by the number of matters it 
is necessary to have referred to them. 
* * * 

Another interesting study is the man who has 
worked all of his business life in one department and 
who, either by inheritance or by rotation in office, 
becomes the head of a business. Such a man almost 
invariably, notwithstanding the fact that he is sup- 
posed to watch the entire business and to be inter- 
ested in every part of the business, is, as a matter of 
fact, only a department manager. His department 
may be sales; it may be buying or it may be manu- 
facturing but usually, no matter how high-sounding 
his title, he has never gotten out of his department. 
It is the only part of the business in which he is ac- 
tually interested. It is the only part about which he 
talks and of course it is the only part about which 


he thinks. 
%* * % 

Under such circumstances, it usually happens that 
some other man, even without a title, comes to the 
front and becomes the real head of the business or, 
as we frequently see, it comes to pass that a bank 
may put some man with a wide accounting experience 
in charge of the business who, without any actual 
knowledge of the business itself, shortly has a better 
grasp of the main factors of the business than the 
other man whose pride it is that he has grown up in 
the business. Every head man in the business should 
carefully study himself. Is he actually the head of 
the entire business or is he simply functioning as a 
department manager with the title of “President”? 
If you are a department manager and if you prefer 
the job, very good, but why not get some one else to 
run the business and allow him to have both the title 
and the authority? I am inclined to think it will be 
money in your pocket and in the pockets of your 
other stockholders. 

* % * 

New York is becoming more and more a city of 
specialists. Men come here and after flopping around 
for a while, usually land doing the particular work 
for which they are best fitted. One of my young 
friends out West tried being a grocery clerk. He was 
not a shining success. However, of evenings he played 
an excellent game of bridge. This young man is now 
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living in New York and he tells me his income is 
$10,000 per annum. He has charming manners. He 
has improved wonderfully since he was careless about 
his haircuts out West. He works short hours, asso- 
ciates only with intellectual people, has a beautiful 
apartment but, with all, he does not seem to be a bit 
spoiled. He is a teacher of bridge. By appointment, 
you can have a lesson almost any afternoon for one 
hour which will set you back $10 but when bridge is 
played at the moderate stake of one cent a point, a 
few lessons, even at $10 per, are worth while. At 
least, you will learn how to discard. He is very cour- 
teous and polite. The other night I was playing with 
him at the Cavendish Bridge Club. He made good on 
a re-double and I was somewhat peeved. At the end 
of the rubber I said, “You no doubt remember what 
Emerson remarked about the young man who showed 
such unusual ability at a certain game.” “No, what 
was that?” he inquired politely. “Why, Emerson 
said,” I added, “‘that ‘skill at any game is to be com- 
mended,’ but, my dear young man, such extraordinary 
skill as you display is simply evidence of a mis-spent 
youth.” ‘How interesting!” my friend replied. ‘So 
Emerson said that? I had always understood that 
very profound remark was uttered by La Rochefou- 
cauld.” I have looked it up. That kid had me again 
—got me on the re-double and also landed on my 
quotation ! 
* + * 

Well, well, what do you think of the following for 
a sales letter? 

“Dear Jimmie: When you return, bring back some- 
thing besides an expense account. Fondly, 

THE Boss. 





You Can’t Get Good Clerks, You 
Must Make Them 


(Continued from page 42) 





oftener if possible. At such meetings every one 
should freely discuss questions that come up and mat- 
ters of general import. I have found that informal! 
meetings are productive of the most good. At such 
meetings the boss should cease to be “boss,”’ but should 
become one of the bunch so that no restraint is put 
on the most insignificant member of the force. 

Many things hidden from him will come to the 
surface. During such times he can study the attitude 
of one toward the other and sense any lack of cor- 
diality or inharmonious spirit, thus fortifying him- 
self with foreknowledge of future clashes. 

Why should we deplore the lack of old-time dis- 
cipline? Are we not moving always forward? The 
trouble is that some of us, when “looking backward,” 
do not do so with the spirit depicted in Edward 
Bellamy’s story. A brighter day is dawning and we 
will not know it until we see it in the past. Viewed 
from the pinnacle of experience, one sees with un- 
obstructed view. 

We have good clerks. We must be able to see them 
with unprejudiced sight. They never were better than 
today. Can we say the same of ourselves? 























EADING jobbers are now book- 
ing orders for spring deliveries 

to the trade. Cordley & Hayes, 10 
Leonard Street, New York, U. S. A. 


World’s largest makers of 
sanitary drinking devices 
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Retail Store News 


The Dover Hardware Co. has been recently incorporated at 
Milo, Me., to do a general wholesale and retail hardware busi- 
ness in that city. 

Harper Rankin has recently established a retail hardware 
store on Main Street, Westernport, Md. 

The Howard F. Pool Co., hardware dealers, Lynn, Mass., 
has plans under way to move to a new location within a short 
time, the lease on its present building having expired. 

Witmer & Foster, Webster, N. Y., have succeeded to the 
hardware business in that city formerly conducted by George 
Witmer & Sons. 

The Interstate Electrical & Hardware Shop has been estab- 
lished at 163rd Street and Intervale Avenue, New York City. 

H. J. Robinson and associates, Hartsdale, N. Y., have or- 
ganized and incorporated the Hartsdale Auto & ‘Hardware, 
Inc., with a capital of $50,000. 

Burbank & Swan, East Randolph, N. Y., have sold their 
hardware and harness business and it will hereafter be con- 
ducted under the firm name of the Swan Harness Co. 

The Hampden Hardware Co., Springfield, Mass., owned and 
operated by B. Alpert, was recently damaged by fire to the 
extent of $3,000. 

M. F. Perry & Co. are reported to be planning to discontinue 
business at New Bedford, Mass., about March 1 

William Boyd & Son, Whiting, Iowa, have purchased the 
business of G. A. Olson, hardware dealer, in that town and 
will continue its operation. 

Wilson & Corkett, Glendora, Cal., have sold their hardware 
store and business to the Gle ndora Hardware Co. 

Ww. F. Gain, operating a retail hardware store at Kansas 
City, Mo., recently suffered a severe fire loss. 

The Dunkirk Hardware Co., Dunkirk, Ohio, has been or- 
ganized with a capital of $10,000, by Charles H. Sayre and 
associates. 

Otto L. Gillig, Tiffin, Ohio, has sold his hardware business 
in that city to John B. Harding. 

R. E. Ehrhardt has established a general store, including a 
gt of hardware at Honesville, Mo. 

L. |. Smith has succeeded to the business of Stone & Smith, 
Delhi. Iowa. 

J. R. Francis, Kennebeck, S. D., is reported to be planning 
the establishment of a hardware store in that town. 

Arthur E. Larson will establish a sporting goods store at 
Ogden, Utah, in the near future. 

Will Weidensee has succeeded to the hardware business of 
Arbour and Weidensee, Gettysburg, S. 

M. G. Spitzler has succeeded to the hardware business of 
Horn & Spitzler at Tecumseh, Mich. 

Hyman Cohen, Dorchester, Mass., operating a retail hard- 
ware store, recently suffered considerable fire damage. 

The Plainfield Hardware Co., Plainfield, N. J., has been or- 
ganized and incorporated by Chester H. Briggs, and associates, 
with a capital of $50,000. 

The Berger Hardware Co., Lawrence, Mass., has succeeded 
to the business of the Central Hardware Co., in that city, 
specializing on hardware, paints and radio. 

Wright & Lowe Co., hardware merchants, Centerville, Md., 
is reported as having dissolved partnership. L. C. Lowe will 
continue the hardware business under the name of the Lowe 


_ Hardware Co. 


The Chester Hardware Co., Chester, Pa., is having plans 
prepared for a three story addition, 20 x 44 ft. in size. 
' The Nielson Hardware Co., Oxford, Neb., has succeeded to 
the business of Nielson & Mackprang. 


O. A. Nelson, Berkeley, Cal., has acquired and will continue 

to operate the store of the Warren Hardware Co., in that city. 
Charlies Oglestone, Gladwin, Mich., has succeeded to the 

hardware store in that city of Schlichter & Oglestone. 

Loy & Miller, Effingham, IIl., have succeeded to the business 
of the Loy Hardware Store, in that city. 

Jacob Miller, New Berlin, Pa., has succeeded to the hard- 
ware business of Frank King in that city. 

The Bonifield Hardware Co., San Francisco, Cal., has estab- 
lished a new retail hardware store at 203 Union Street, that 
city. 

Fred W. Stack, Sauk Rapids. Minn., has succeeded to the 
business of the Cullen Hardware Co in that town. 

The Standard Hardware Co. has established a wholesale and 
retail store at 2591 Bellevue Avenue, Detroit, Mich. 

J. L. Ooley, Frederick, Ok!a., has succeeded to the business 
of the C. K. Norman Hardware Store in that city. 

The McReynolds Hardware Co., Maryville, Tenn., is a recently 
established business in that town. 

Busching & Pape, Monona, Iowa, have sold their hardware 
business to the Pape Hardware Co. 

The Huff Hardware Co. has been incorporated at Detroit, 
Mich., with a capital of $15,000 to do a general retail hardware 
business. 

The B. & H. Hardware Co. has recentiy been established at 
301 North Chadburne Street, San Angelo, Tex. 

The Watts Hardware Store, Perry. Okla., has been sold to 
Cc. V. Guthrie and H. C. Kerr, who will continue its operation. 

E. R. Hart, operating a hardware and lumber business at 
Muleshoe, Tex., recently suffered a fire loss of $15,000. 

B. N. Lumnus has opened a retail hardware store at Crosby- 
town, Tex. 

M. O. treland, North Lewisburg, Ohio, has succeeded to the 
business of William Hunter, operating a retail hardware store. 

The R. G. Heckemer Lumber Co., Glasford, Ill., has purchased 
the hardware stock of E. H. Fahnestock in that city and will 
conduct it in connection with its lumber business. 

Cc. C. Brandon & Son have succeeded to the business of J. L. 
Brandon, at Normandy, Tenn. 

The Enterprise Hardware Co., 156 E. Colorado Street, Pasa- 
dena, Cal., is reported to be planning to discontinue business 
at an early date. 

The Citizens Hardware & Implement Co. has been organized 
and incorporated at Bowling Green, Ky., with a capital of 
$10,000, by B. P Stahl and associates. 

J. L. Kinsell, Mount Ayr, Towa, has sold his hardware busi- 
ness in that city to C. G. Allen and G. L, Todd 

W. Vandeventer and R. L. Bane have succeeded to the hard- 
ware business at Marshall, Ill, formerly conducted by Edw. 
May. 

Joseph Angsburger, Hopesdale, Ill., is now the sole proprietor 
of the store in that city, formerly known as Angsburger & 
Naffzigeer. 

Oscar Otis, Trenton, Mich., has succeeded to the business of 
Grant Otis. 

Perry & Wilburs, Inc., Kalamazoo, Mich., have changed their 
corporate name to Wilburs, Ine. 

W. N. Hubbard has established a hardware and housefurnish- 
ings store at Brea, Cal. 

The Zettier Hardware Co., Columbus, Ohio, will move shortly 
from Main and Fifth Streets, to 268 South Fourth Street, that 
City. 

_Jarrell-Johnson, operating a hardware store at Williston, 

I)., recently suffered a fire loss of $40,000, 


Talking Down to “Em 


WOMAN was lost the other 
/ day in one of our big cities 
and the police had to try out seven 
interpreters, each speaking a dif- 
ferent language, before they got 
an intelligent idea out of her. She 
turned out to be an Armenian 
and knew no English. We who 
are in merchandising, too often forget that what we 
have to ask of or say to our public, whether printed 
or verbal, falls on deaf ears and is worthless unless 
it is understood. What we may please ourselves to 
consider our flights of inspiration reach unseeing 
eyes as likely as not. The editor of one of the big 
recognized dictionaries estimates that the average 
individual, not especially educated, has a vocabulary 





of between 3000 and 10,000 words. He says that 
child of six knows probably 1600 words, and that the 
chap who sells ‘“‘ches-a-nuts” at the street corner 
probably knows 3000. We must not forget the avowed 
objective of the editor of what is perhaps the largest 
string of newspapers in the country, who has said 
that the latter are edited for people having the aver- 
age intelligence of a child of fifteen years. That 
means a vocabulary of fifteen, too. Advertising and 
selling talk aimed at these readers but not couched 
in the words of a child of fifteen would be “shooting 
over their heads.” It is well worth remembering that 
the really educated person will never take offence at 
being addressed in words of one syllable, but the 
dumb-bell will not open his eyes with understanding 
when you show off with multi-syllables. 
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Description 

The hinged 
joint is smooth 
and flush with 
the belt on both 
sides. Easily 
separable for 
lengthening or 
shortening belt 
by removing ten- 
sion and push- 
ing out section- 
al steel rocker 
hinge pin. 

By the hammer- 
clinched grip of 
steel, the belt end 
is bound firmly in 
equal straight line 

ull. The Strongest 
Belt Lacing on Earth 
—and the longest 
wearing. 


Meets the popular 
demand for a lacing 
that is quick and easy 
to apply and that 
“stays put.” 

For small shops, 
average farms and the 
“once in a while’’ 
user, Sell Alligator 
Steel Belt Lacing in 
“Handy Packages.” 
They come 10 to the 
carton and each pack- 
age contains two 6- 
inch joints. For larger 
users Supply our 
Standard Boxes. 


Order it from your 
jobber. 


Flexible Steel Lacing Co. 


} 4616 Lexington St., Chicago, Ill. 
} in England at 135 Finsbury Pave- 


London E. C. 2 
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sash in any position and 
is powerful enough to 
overcome binding and 
rattling. Screens and 
curtains may be hung 
inside without interfer- 
ing with operation. 


Simple, strong, prac- 
tical and_ absolutely 
guaranteed; an asset to 
the popular outswinging 
casement. Placed on 
top or within the frame- 
work as shown in fig- 
ures 1 and 


Circular upon request. 


4450 CARROLL AVE. 


NEW YORK OFFICE, 101 PARK AVE., N. Y. 
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CASEMENT 
OPERATOR 


This Operator has 
been on the market six 
years; has been used 
from Coast to Coast in 
all sorts of buildings— 
both public and private 
—so we will simply 
state here that it opens 
and closes Outswinging 
Casement Windows 
from within, locks the 





Fig. 2. 


THE OSCAR C. RIXSON CO. 


CHICAGO, ILLINOIS 























and— 


When You 
Take Inventory 


Check up on the follow- 
ing sizes of Coes Knife- 
Handle Wrenches: 6, 8, 
10, 12, 15, 18 and 21 inch 


Coes Steel-Handle 
Wrenches in 4, 6, 8, 10, 
12, 15, 18 and 21 inch. 


Order a sufficient stock 
of the sizes needed and 
request whatever Cata- 
logues you need. 


Your Jobber will supply 


you. 


Coes Wrench Co. 


Worcester 
“In Business Since 1841”’ 


Selling Agents: 


J. C. McCARTY & CO......... 29 Murray Street, New York 
JOHN H. GRAHAM & CO..... 113 Chambers St., New York 
FENWICK FRERES........ 8 Rue de Rocroy, Paris, France 


Mass. 




















This is the book that 


profits. It’s FREER. 
Ask for it today! 


To push _ slow-turning, 
small volume lines, they 
must be displayed. 


Your average customer 
comes to your store for 
certain definite things. To 
supply these asked-for ar- 
ticles is@good business, of 
course—but to sell other 
things the customer needs 
is real merchandising, and 
the customer will thank 
you for it! 

There is a little booklet “The 
Heller System of Larger 
Profits,” which will help you. 
A postal will do—but ask 
today! 


W. C. HELLER & COMPANY 
767 Bryant St., Montpelier, Ohio 
20 Vesey St., New York City 


W. C. HELLER & CO., Montpelier, Ohio 29A 


Please send the new book, “The Heller System of Larger 


Profits.” 


ee eae 
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A Winning Combination 


This Combination Tumbler and Tooth Brush 
Holder is one of many patterns which have won 
favor with people of refinement who demand lIast- 
ing quality in modern bathroom fixtures. 


The distinctive design of this and other 


RINGCOBathroom Fixtures 


has created a universal demand for them. Besides being 
sure to attract favorable attention these beautifully 
Nickel Plated fixtures are equally sure to give permanent 
satisfaction, because made of Solid Brass which never 
rusts. 

Selection from more than 300 different designs for every 
bath room requirement is made convenient for dealers and 


customers through the latest RINGCE Catalog, which we 
will gladly send on request. 


Leading Jobbers handle the NING&O Line. 


AMERICAN RING COMPANY 


Waterbury Connecticut 


Branch Offices: 
Boston—1!170 Summer St. New York—2 Hudson St. 
San Francisco—!!16 New Montgomery St. 
Chicago—29 E. Madison St. 














Many Sales Helps for the 
Live Hardware Dealer 


Manufacturers recognize the dominant selling power of 
the Hardware Age family of readers who do the great bulk 
of the business in the hardware field. 


This recognition is reflected in the advertising of these 
manufacturers in Hardware Age which, because of its vol- 
ume, diversity and high quality, has great business value for 


the dealer-reader. 


Get into the habit of reading carefully the manufacturers 


sales messages contained in the advertising pages. They will 
i give you many valuable ideas on salable merchandise and 


successful selling methods. 
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No. 231, 34 in. 


No. 232, 7% In. 





No 234, 1VYe in. Special Washer 


SLOTTED SCREW TIPSGé 


This slotted screw Tip has been made principally to satisfy a demand for a 
cheaper grade of Tip. A Special Washer has been constructed so as to prevent 
the rubber head from pulling off. Write for full information. 





on Page 763 


ELASTIC TIP CO. 370 Atlantic Ave., Boston, Mass. 

















Genuine Armstrong 


Stocks and Dies 


Are always in working order. They rep- 
resent the utmost simplicity and effi- 


Y al Bia 
iy 
: 
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ciency in operation. 
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‘ All genuine Armstrong stocks and dies 
j bear this trade-mark: 


Better 


Machine Screws 
for the 
Hardware Trade 





oo 





Be Sure You Get the Genuine 


HARVEY HUBBELL 


MACHINE SCREWS 
BRIDGEPORT 


CONN. U.S.A. 


vw vous. The Armstrong Manufacturing Co. 


we | Bridgeport, Conn. 
, rp , L ' 























Growing demand tor 


Ww. ROSE Tools 


esse) ss the result of our use of choice ma- 
a terial and skill. 


‘Wm. Rose & Bros., ""p:." 


Selling Agents 


Wiebusch & Hilger, Ltd. 
New York 





No. 1111—6 inches Wide Heel Cut Back 
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Copper and Bronze 
FLY SCREEN CLOTH 


If any dealer has never seen this per- 
fectly woven, most durable fly screen 
cloth, he should send for a Sample 
and Prices. It sells on its merits. 


SPARGO WIRE CO. 


ROME N. Y. 
























is ALL Profit 


When you sell your customer any 
one item in the complete Ney line 
of Dairy Barn Equipment and 
Haying Tools you can count ona 
certain, sure profit. 


In your customer's mind the name 
Ney on a piece of equipment is an 
assurance of definite, known value. 
Every sale stays sold. Satisfactory 
service of product builds goodwill— 
a definite asset that means more 
business—greater profits. 


Link up your selling effort with the 
46 years of progress as represented 
in the complete Ney line of quality 
Dairy Barn Equipment and Hay- 








COUNTLESS CROPS OF 
PROFIT IN A SEASON 


ing Tools. 


WITH : wantin 
Reichard’s Magic Weeders fl Fel sa : 
~_Lh ¢ | 


THE NEY MBG. Co. 




















Handle the Weeders that attracts ESTABLISHED 1879 - 
every gardener—the Reichard Magic Manufacturers of Dairy Barn /, ¢ _— 
. hon ‘ = an , Equipment and Haying Tools % ‘G 
Combination Spring Tooth Weeder- , he N 
: : including stanchions, stalls, {7% 
Hoe. It is a strong, well-constructed penn, Stier caaiees, water Yy i) | 
“4 . _ ” : . owls, hay carriers, hay Y GY : 
double-purpose tool. Its appeal to eagh A, , Wy, of | 
Get barn door hangers, and i - : 


all classes of gardeners is instant. rs, | 
hardware specialties. 


ready for “Hoe Time” and write for 
explanatory folders. CANTON, OHIO 
Minneapolis, Minn. 


THE F. H. REICHARD MFG. CO. alee 
BANGOR, PA. 
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They see it 
They try it 
They buy it 


The NEW YANKEE” 


Ratchet Brace No. 2100 fj =@: 


With the famous Yankee Ratchet. Works like a 
watch. Unbreakable, — Dust-proof,— Moisture-proof. 
New Chuck holds any bit (Round, Square or Taper 
Shank) accurately, and can’t loosen. Made and 
finished like a precision tool. Never a brace like it. 


COUNTER DEMONSTRATOR 9 


This is furnished (free of charge) with every three 
braces, if specified on the order. Helps the user sell 
himself. Better phone or write your jobber at once. 


NORTH BROS. MFG. CO. 
PHILADELPHIA, PA. 





/, " 
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New “YANKEE” Double Packing 
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Factory Facilities for Hardware and Electrical 
Specialties 


Large factory equipped with power presses. automatic screw machines, grinders, drillers, 
tool and die making department, fully equipped nickel plating plant, will gladly furnish esti- 
mates to manufacturers on samples submitted. Also fitted for assembly production. Well 
adapted for hardware and electrical specialties. Write Box No. G943, care of Hardware Age, 


New York, N. Y. 
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Card or Label Holders 
and Cabinet Hardware 
—for your industrial trade 


The established reputation of Grammes 
Card and Label Holders and Cabinet 
Hardware is your assurance for more 
sales and greater profits. In_ the 
Grammes line there’s a style for every 
purpose. Quantity production keeps our 
prices low. Large stocks of popular 
stvles mean better service. 





ZION SI MPLEX_ BOOKS 


Flat-Opening, Duplicating 


Leading dealers everywhere find Zion Simplex Tooks the 
ideal record books. They provide simple, complete, dupli- 
cate record of every transaction. 


Simplex Books save time on book work and their many 
exclusive convenience features—flat-opening, thumb notch. 


Sis isisisisisisisisisisi=s 


etc.—imake record keeping much easier. There is a ? onl > , - , 
Simplex Book for every business purpose—purchase order, )'ou will be glad you asked for 
shipping order, remittance receipt, credits, etc. Supplied Grammes catalog and quotation. 
plain or with your firm name imprinted. Ask your 
stationer or write direct to us for complete information 
and prices. ’ e Onn 
Bir CORPORATES am 
7 | O N INSTITUTIONS 311 Union St., Allentown, Pa. 
and INDUSTRIES New York Office, Fisk Building . 
Are you handling Grammes Shoe Nails? If 
Office Supply Dept. Zion, Ill. not let us submit our interesting proposition. 





(Wilbur Glenn Voliva) 


i sisi sis|sisisisisid 


ri Si sisisisisisisisis‘ 
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LINE of POULTRY SUPP LIES 


THE 
ROYs: Sells easily- Stays sold “J 





Brooders We ask comparison of our prices and service. You " Mil ge 7 =) 

Incubators will find our supplies of highest quality and practical ee ay B a) 
. in every way. | WY? BeOS 

ic ee WE SELL THE S\ME GOODS FOR LESS Ss 
Pooders __ MONEY OR BETTER GOODS FOR THE SAME (’ \ eh. 

Non-Freeze Fountains \onpy. AL oh ne | 
ey SSeS 


Miscellaneous Supplies Investigate the Royal Line. Ask your jobber. : a . 


ROYAL MANUFACTURING CO., TOLEDO, OHIO Fane 
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TRADE-MARK 


SAMSON CORDAGE WORKS 
BOSTON, MASS. 


SASH CORD 


SAMSON SPOT, PHOENIX, and SACHEM BRANDS 


Clothes Lines, Masons’ Lines, Shade Cord 
Awning Line, Dumb Waiter Rope, etc. 


Send for catalog and samples 


BRAIDED CORDS + COTTON TWINES 









HITCHEN HATCH-ALL 


The Sanitary Under-the-Sink Strainer 





ft gag KITCHEN KATCH-ALL was shown in 
a Good Housekeeping exhibit at Springfield, 


Mass. Orders poured in from merchants for 
i) miles around. Are you serving your cus- 
tomers by being ready to provide them with 
this outstanding kitchen specialty? 


The Ohio Metal Utensil Co., 
Greenwich, Ohio 
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Most convenient wrench made for general use. Com- 
bines Adjustable “S” Wrench with Nut Wrench in a 
practical way. 

Gets into and out of places where a Monkey Wrench 
cannot be used. lorged-steel jaw. Malleable handle. 
6 sizes: 4 to 14 in. Write for Discounts. 


The Keystone Manufacturing Co. 
Buffalo, N. Y. 
Sales Representatives—Surpless, Dunn & Co. 
New York Chicago 




















Patented by 





Two styles 
of shanks, 
three threads for 
boring all woods 





in 1855 


Russell Jennings Mfg. Co. 


Chester, Conn. - 








. Russell Jennings 
XQ Auger Bits 


Mr. Russell Jennings _ 













ALLEN Safety Set Screws 


30% Extra Strength over broached hollow screws 
> —the only other kind made. By a patented 
” process we increase the density of the stee! 
* around the socket-holes, so that even the smaller 
sizes will stand all the strain the best made 
wrench can apply. The Allen process makes 
deep, perfectly-formed socket-holes—no chips iz 
the bottom. The entire length of the A N ie 
utilized either for solid metal at the point, or depth of socket 
for the wrench All sizes in stock from % in. to !% in.. 
any length, poimmt or thread. Also Socket-Head Cap 
Screws, Tap Extensions and Socket Wrench Sets. Dealers: 
VU rite for catalogue and sales proposition. 


The ALLEN MFG. CO.tiartForp. Conn 
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American Steel & Wire 


Company 
Chicago, New York, Boston, 
4" Birmingham, Dallas. 
. S. Steel Products Co. 
San hel Los Angeles, 
Portland, Seattle. 


BARBED: Elwood Glidden, Am. Glidden, Am. Special, 
Waukegan, Baker Perfect, Ellwood Junior, Lyman. 

NAI SPIKES, STAPLES, TACKS, Hot Galvanized Nails. 

ZINC INSULATED FENCES: American, Royal, Anthony, 
National, U. S., Banner, Steel Gates. 

BANNER (formerly Arrow) STEEL POSTS. 

CONCRETE REINFORCEMENT. 

BALE TIES: Old reliable brands. 

a WIRE. 


IRE for every purpose. 
Quick Delivery. Write us for selling plans. 











Manufacturers of the finest line of Garage Door Hardware. 
Recommend Allith products for satisfaction. Let us send 
you our new Catalog. It is considered the most complete 
ever published—a request brings it FREE. 
Representative jebbers distribute A-P 
products throughout the United States. 


Door Hangers Fire Door Hardware 
Garage Door Hardware Overhead Carriers 
Rolling Ladders Spring Hinges 


ALLITH-PROUTY CO., Danville, Il. 





Geo. W. Diener Mfg. Co. 
490 N. Monticello Ave., Chicago, Lil. 
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(Reg. U. 8S. Patent Office) 


WOOD SCREWS 


MACHINE SCREWS 
DRIVE SCREWS 
STOVE BOLTS 


Service 
Samples Gladly on Request 


CONTINENTAL WOOD SCREW CO. 


New Bedford, Massachusetts, U. S. A. 
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meer« Clothes Wringers Pe 
Best Every 

W ringers One 
Made Warsant- 


Made in dif- : EES —< : 
ferent styles to #4. |= Qi JP tree aa f: 





Anchor Brand 











There is won- 
derful efficiency 
in using the 
correct type of 
Wringer. 


every kind 
Laundry 










ANCHaTS & 


WAPFAMIED & veans” 


wer AWO 
WRANGERS 
tomes all Fon F BRAUN we 


(- 
a 
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stock ANCHOR 


should have in 


BRAND Wringers to fit Round, Wood, or Iron 


All Dealers 


Tubs, as well as 


Tubs, Square or Stationary 
Folding Bench Wringers. 


We solicit your orders, which will be 
shipped promptly 


Lovell Manufacturing Co. 
Erie, Pa. — 


Manufacturers of Clothes 


Largest 
Wringers in the World 











Osborne High Grade Punches 





Arch Punches 
Spring Punches Revolving Punches 


A varied and attractive line for the Hardware Trade. Also: Leather 
Workers’, Trimmers’ and Upholsterers’ and Plumbers’ Tools of superior 
quality. 

The above tools will please your customers, 
and Oval Punches. 

Remember we have had 99 years of successful manufacturing experience. 
employ only skilled workmen and use the finest quality of materials in 
making our products. 

We stand back of every tool we make. 
and Prices. 

Cc. S. OSBORNE & CO., NEWARK, N. J. 
ESTABLISHED 1826 


Belt Punches 


as well as our famcus Round 


Try us. Write for Catalog 











New York City Philadelphis Chicago Cleveland San Franeisco 
396 Broadway 809 Harrison 300 Wrigley 135 St. Clair 604 Missien 8t. 
Bldg. Bldg. - Ave. N. EB 





Screw Pilate Sets 


“The Line That ao Moving”’ 


It takes steam to make the engine ‘‘Go’’ and it takes more than good 


materials to keep tools mov. 
We've built ‘‘Go’’ as well re Quality into the complete line of ‘‘Threadwell’’ 


Tools. Get the Catalog 


The THREADWELL TOOL CO., Greenfield, Mass. 

















An EXPANSION SHELL 


With a Sure-Dependable Hold 

Superior advantages: 

(1) It grips at the bottom of the hole by 

(2) Burying its jaws in the sides of the 
hole. 

(3) By Underwriters Laboratory test it 
holds until the bolt or the material, 
into which it is placed breaks. 

(4) When properly set it will not come 





oose 
(5) Quickly installed. 
Overcomes these disadvantages: 
(1) It is NOT a friction hold. 
(2) No waste from broken or misfitting 


24, * 


*> 
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os 


A 
J 
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parts. 
(3) Vibration does NOT affect it. 
Made in two types for 15 sizes of bolts. 
Practical in any Solid Material. 
A trial order for testing will soon con- 
vince you. 


- 
/ 


~~ 
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" 





Samples on request —No charge. Send for Bulletin No. 55. 
THE PAINE COMPANY 
2951 Carroll Ave. 
33 Warren St. 


Chicago, Ill. 
New York City, N. Y. 




















Guaranteed for 


Tough edges. 
breaking. Bal. 


life against chipping or 
anced perfectly won't tire hand or arm. 
Second growth hickory handles provide tapered 
throat for “spring” and man’s size grip. 
Forged from special steel and tempered by the 


advanced Vichek process. 


See our Catalog 
Tue VicnHek Toot Co. Cleveland, 


ARD centers. 


BALLPEIN 
HAMMERS 


Ohio 


EASY TO SAY VELCHEK 


VLCHEK TOOLS 


MADE BY THE WORLD'S LARGEST PRODUCERS OF TOOL KITS 
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DEALERS WANTED EVERYWHERE Iron Fence, Gates 
~ Iron Fence, Ga BARROWS 
5 Settees 
General Iron ag 
and Wire Work Ridatin 
CHAIN-LINK 
ttttt tT WIRE FENCE MILWAUKEE 
— Ask for Catalog WISCONSIN 
THE STEWART IRON WORKS CO.,Inc., 225 Stewart Block, Cincinnati, O. 

















THE WONDERFUL NEW BRUSH- 
ING LACQUER. Dries in less than uUfpi fa ffalo 
ae hour. 
Write for details today ! - itl ee paerd 
a 7 ae THE GLIDDEN COMPANY BUFFALO WIRE WORKS COMPANY, Inc. 
L ACQOU EROID National Headquarters (Formerly Scheeler’s Sons) 
CLEVELAND “ OHIO 518 TERRACE BUFFALO, N. Y. 























Waste — Mops — Wicking 
Cleaning Cloths 


Caulking Cotton — Chemical Cotton 


Send for sainples and prices 


/§\ 
MASSASOIT MANUF angen. 2 co. 
Ss. Bc 


NONE BETTER 
SOCKET WRENCH SETS 


NINE DIFFERENT SETS 
Fall avery Mass 


The New Britain Machine Company 
New York Office - - - - - - 50 Broadway 


New Britain Connecticut Chicago Office -e2©-«- « 189 West Madison St. 























-Wright’s Jennings 
High Grade 








BAND “J NOX” saws- 





QUALITY SERVICE od 

UNIFORMITY OISTINCTION —— —_ 
“The Toots in the Plaid Bor” , “ Mfg. Co. ey 

AMERICAN SAW & MFG. CO. SPRINGFIELD, MASS. Centerbrook, Conn. 


HACK SAWS - BAND SAWS — SCREW DRIVERS — GLASS CUTTERS 




















STANDARD SINCE 1865 


Faultless Caster esd amaglt mane fee a 


tion. None sell so readily to 






Manufacturers Barbers and Horsemen. We 
Company “7 |) = 
y casters American Shearer Mfg.Company 


EVANSVILLE, INDIANA Nashua, N. H. 


Confidence in Lfampion, Brand 


4 Tungsten Lamps is shown by 20,000 re- 
tailers and 500 jobbers who sell them. 
Consolidated Electric 
Lamp Co. 

DanVers, Mass. Imitated But 
“Licensed under the General Electric 
Company’s Incandescent Lamp patents.” Never Equalled 














THE GENUINE 


HUNTER’S SIFTER 


The Standard of the World Since 
1880 






The Fred J. Meyers Mfg. Co. 
Hamilton, Ohio 


























the all ’round Sharpener! 


Knife, scissors, sickle, anything, ‘“Shar- 
pit” will keen-edge double-quick. It’s « 
wizard seller—low priced and good profit 

maker. Send for our special offer! 


DAZEY CHURN 4 
MFG. CO. 
4301 Warne Ave. 
St. Louis, Mo. 


The New Design. @ 
WHITE MOUNTAIN §: 


Triple Motion Freezer 
Backed bya half century of success 


THE WHITE MOUNTAIN FREEZER CO. Inc 


NASHUA, NEW HAMPSHIRE 





























BROW . &S SHARPE TOOLS 


ey, ae vi irs Givaas Has Been No 


Sara fool Catalogr No. 2a 


— Wig é 
eas] ay LAWN MOV MOWERS [B 5- Sul it cyt tess, ~ Sharpe ae" 
Ea Rai 
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NWN & SHARPE MEG. CO 
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FORSTNER BITS One of the Most Remarkable Tools for Wood 
Working Ever Invented for Brace and Machine 
The Forstner Labor-Saving Auger Bit, unlike other bits, is guided by its Circular Rim instead of its center, consequently it will bore any 


arc of a circle and can be guided in any direction regardless of grain or knots, leaving a true polished surface. It is preferable and more 
expeditious than chisel, gouge, scroll-saw, or lathe tool combined for core- 


boxes, fine and delicate patterns, veneers, screen work, scalloping, fancy 
scroll twist columns, newels, ribbon moulding and mortising, etc. 


THE PROGRESSIVE MFG. Co. --- TORRINGTON, CONN., U.S.A. 
MYERS 7." 
a. RE 


| Mage: perfect shelf service for any line of merchandise. 

H tread steps, properly spaced, with convenient full 
ve handholds on both sides of ladder permit mounting 

vs se ha with ease. Both hands free to remove or 
replace stock without “nae of falling. Cushioned Tired 
Trolley and Truck Wh eliminate noise and prevent 
vibration. Erection as simple as A, B, C. Utilize 
small space. Make top shelves safely available 
A ae stock ooh feanct style--neat of pR 

) design--nice --an 

| height ceili ; Thousands ’ & 


cei anne. 
in use. on 
































ing and handling requirement. 
Write for price list and discount sheet. 


———— _ — 


GIFFORD-WOOD CO. 
i" 7 Hill St., Hudson, N. Y. 
New York Chicago Boston Pittsburgh 
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“Ww If i Ice LOOKS 


) f Snoncen Made in all types for every ice harvest- 





iG G-Wile a Galloo @ Tools | 
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The Soldering 
Paste that has 
satisfied cus- 
tomers for over 


23 years. 
Sample free. 
Jobbers supply at Factory Price. 


aie od sae Clayton & Lambert Mfg. Co. BURNLEY BATTERY & MFG. CO. 
price. 6275 Beaubien St., DETROIT, MICH. NORTH EAST, PENN. 


Will the No. 144 Do the Work? 


Sure, We Warrant It. We believe 
the No. 144 to be better made, more 
durable, and more efficient regardless of 
price. If you want a GOOD TORCH at 
a LOW PRICE, buy the No. 144. If 
you want the World’ s Best Torches, buy 
the No. 208 Double Needle or No. 32 
Single Needle. First cost is only a little 
more, 





























The Mark of Dependability 


On GOOD TOOLS means quicker sales and 
more repeat orders. 30 years of fine tool 
reputation behind every sale you make. 


STRATTON #9 & ssamted in 
HANDLES 


For Small Tools, Utensils, Electrical Goods, Ete. ARMSTRONG BROS. TOOL CO. 


Enameling, both baked and air dried. 


STRATTON MFG. CO. Stratton, Maine $14 N. Francisco Ave. CHICAGO 
































Robertson “Horse Shoe Magnet” Hammers 


























Permanent magnet which holds a 
e-Molybdenum Wrenches the tack in position for driv- SF 101 @ a ——d 
Thinner lon light ing. Awarded the Silver Medal “teat 
G oe fy y+ a - yet stronger. (the highest offered) at the Panama-Pacific Exposition. 
nn ae Good profit. Write for price list. 
J. — hg) emer « eae Name and design trade marks registered U. S. Pat. Off. 
New York BUFFA Lo . Chicago ARTHUR R. ROBERTSON 94 Portland St.. Boston, Mass. 
THE FOWLER & UNION Makers of Every 
HORSE NAIL CO arn Phage 
c an ° Nut and_ Bolt. 
- pM chaps The Corbin Screw Corporation 
The American Hardware Corporation, Successor 
229 High Street New Britain, Conn. 





Plant ef 
1000 MILITARY RD., BUFFALO, N. Y. Western Factory: Dayton, Ohio 
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BUSINESS OPPORTUNITIES 








For Rent—Two Connecting Stores ) 


Wish to rent to first 
Greensboro is best 


eee 


each 20 x 100 feet—high ceilings. 
} class hardware and specialty store. 
town in South. W rite for particulars. 


J. E. LATHAM CO., Greensboro, N. C. 














FOR SALE—FIRST CLASS UP-TO-DATE hardware store with sheet 
metal and roofing department. New Warren fixtures installed about one 
year ago. Oldest established hardware store in a city of 38,000 popula- 
tion, within 20 miles of Philadelphia. Will sell stock and fixtures and 
rent property or will sell as a whole. Stock will inventory $20,000.00. 
Address Box G-939, care of Harpware Ace, New York. 


FOR SALE—STOCK OF HARDWARE, 
tinners’ tools; will invoice about $14,000. 00. 
store building in best town of 1,200 in Missouri. Have been in business 
40 years and wish to sell on account of poor health. The only hardware 
store in town, and the largest in county. If interested write Box G-946, 
care of Harpware Ace, New York. 











implements, furniture and 
also wish to sell brick 





FOR SALE—GENERAL HARDWARE, PAINTS and furniture. Lo- 
cated in heart of irrigated section of the Arkansas Valley of Eastern 
Colorado. Sugar beets, alfalfa and small grain are the money crops. 
Stock and fixtures invoice $9,000.00. Must sell on account of failing 
health. Address Box G-935, care of HArpware Ace, New York. 





FOR SALE—HARDWARE STOCK, FIXTURES and tools, located in 
Southern Michigan town of 2000 population. Annual business $45,000. 
Inventory can be made to suit prospective purchaser. II] health reason 
for selling. Address Box G-937, care of Harpware Ace, New York. 





MANUFACTURING BUSINESS making 


WILL PURCHASE SMALL 
Address Box G-916, care of Ilarp- 


staple article sold to hardware trade. 
ware Ace, New York. 


_— — a —— 


HARDWARE BUSINESS FOR SALE—Cyntrolling it interest in Carroll- 
ton Hardware & Furniture Co., a corporation; best mercantile business in 
town. Good reasons for selling. Address A. H. DABBS, Carrollton, Ala. 


HELP WANTED 


WANTED—SALESMAN TO TRAVEL CENTRAL U. S.. territory, 
Pittsburgh to Omaha, to sell jobbers nationally advertised lines of chil- 
dren’s vehicles, door hangers and hardware specialties for large concern 
established 43 years and well known to the trade. ogg wel age. salary 
wanted and selling experience with above or kindred line Mention 
acquaintance with hardware jobbing trade. IIUNT-HEL M- F ERRIS 
CO., Harvard, Illinois. 














SALESMEN WANTED 
hardware trade with complete line of builders hardware and tools. 





BY LOCAL JOBBER - to call on the retail 


Active 


concern, prices right, part of Metropolitan territory open at present. 
State full particulars. Address Box G-955, care of Harpware Ace, 
New York. 





ENAMELWARE AND ALUMINUM SAL ESMEN wanted to sell high 
grade lines direct to dealers. Good commission, also full commission on 
repeat orders. Give experience and territory fully in first letter. Address 
Box G-852, care of Harpware Ace, New York. 


~ SALESMAN FOR NEW YORK CITY and environs by aunts 
manufacturer, to call on hardware, drug sundry and commercial_stationery 
trade. State age, religion, business .. “a in full. Address Box G-928, 
care of Harpware AGE, New York City. 











SALESMAN WANTED TO CALL on retail hardware stores in Metro- 
politan District. WEINSTEIN & LEVINE, INC., 86 Warren Street, 
New York City. 





SPECIALTY SALESMAN WANTED to sell cutlery in Louisiana for 
a Louisiana jobber. Address Rox G-936, care of Harpware Ace. New 




















York. 

WAN TED—A YOU NG MAN with sporting goods and hardware ex- 
perience for position in an old established store: must not be over 35 
years of age. Address ‘“‘Tools,’’ Box 1498, Pittsfield, Mass. 

WANTED—SALESMEN CALLING ON HARDWARE dealers to 


carrv as side line a well advertised line for established manufacturer. 


Prairie Mfg. Co., Prairie du Chien, Wis. 





HUSTLING SALESMEN wanted to sell on liberal commission basis 
our popular line of Iahor saving Magic Weeder Hoes to hardware trade. 
REICHARD MFG. CO., Bangor. Pa. 











WANTED 


HARDWARE W ‘ORKER and producer 
Vell acquainted with the leading 


POSITIONS 








SALESMAN— YOUNG MAN, 
now selling hardware tool specia ities. 
retail hardware trade throughout Metropolitan New York territory, 
desires to connect with reputable jobber or manufacturer where ability, 
aggressiveness and an earnest desire to progress will be recognized. Ad- 
dress Box G-953, care of Harpware Ace, New York. 


ADVERTISING MANAGER WANTS POSITION with large manu- 
facturer doing national business. Eleven years in advertising and sales 
promoiton of hardware and allied lines. Knows problems of manufacturer, 
wholesaler and retailer. Efficient and practical. Splendid record. Age 31. 
Married. Address Box G-926, care of Harpware AGE, New York City. 


WANTED—BY A CAPABLE HARDWARE MAN 44 years old, single, 
position as traveling salesman, or outside salesman in big city, for manu- 
facturer of most any hardware, paint or kindred line or for big builders’ 
supply house, jobber. At present working inside. Address Box G-919, 
care of HARDWARE Ace, New York. 














acquainted with depart- 


YOU NG MAN with saosensfel selling record. 
ew Jersey, 


Pennsylvania and 


ent store, housefurnishing buyers in 
a to connect with reliable firm. At present employed; good reason 
for desiring change. Best of reference. Address Box G-950, care of 


New York. 
WANTED—PAINT DEPARTMENT 


experience in this capacity, 
Box G-947, care of HArRvWARE AGE, 


IT ARDWARE AGE, 


POSITION 
man of 45, with 15 years’ 
large retail store. Address 
York 





MANAGER, | by 
with wholesale or 
New 


YOUNG MAN WITH “SUCCESSFUL SE L LING seoend with one of 
largest jobbing houses in Metropolitan District desires connection. with 
well established and reputable manufacturer or jobber, preferably in 
Address Box G-957, care of HARDWARE AGE, New York. 





Eastern States. 


Ww: ANTED—POSITION AS ee AGE R OF hardware store; five 
years’ experience as manager; age years; can —— the best of 
references. Married man. Jock By s, Lake Andes, 


SALES ACCOUNTS WANTED 


EXPERLENCED AND SUCCESSFUL HARDWARE MAN, 40 years 
of age, connected with one of best hardware jobbers in Middle West for 














24 vears, would like to secure number of high grade lines to present 
to hardware, drug and department stores in Kansas, Oklahoma and 
Arkansas. Connections effective April or May, 1926. Record of 20 years’ 


Details of valuable background and 


successful selling in this territory. 
be gladly given. Address Box 


outes experience for your products will 
G-888, care of Harpware Ace, New York. 


=a I AM CAPABLE OF HANDLING several well established, reasonably 
priced lines of American made merchandise in Canadian territory. 
Equipped by knowledge to sell retail and jobbing trade, with headquarters 
in Montreal, Toronto or Quebec. Speak both French and English. Have 
had several years of successful selling of general line and now wish to 
concentrate on hardware lines only. Am 26 years of age, married, and 
capable of hard work and intelligent handling of reputable lines. Best 
of references. Address Box G-999, care of HArpwaAre Ace, New York. 


PACIFIC COAST REPRESENTATIVE OF large 
turer for the past eight years, covering territory west of Denver, seeks 
an additignal quality line. Has established substantial business and 
permanent jobbing connections; cultivated the good will of salesmen and 
purchasing agents of leading distributors. I can give you the right kind 
of representation throughout this territory. Address Box G-944, care of 
HARDWARE AcE, New York. 


WANTED—POSITION BY A SALESMAN who travels all towns in 
Ohio from 2000 population up to largest city. Traveled for same company 
for 4 years, calling on hardware, electrical, furniture and department 
stores, also jobbers. Have established over 500 accounts. Write your 
proposition in full and if satisfactory will send all reference required. 
ae bat automobile. Address Box G-945, care of Harpware AGE, 
NeW ork. 


MANUFACTURER’S AGENT, covering Salat, coll from New York State 

to Salina, Kansas, and Louisville, calling on ware 

jobbers, machinists’ supply houses, w olesale grocers, etc., has place for 

one good line on commission basis. Same must have prospects of volume 

pe, sapeet business. Address Box G-920, care of HArpware AcE, New 
ork. 


MANUFACTURERS’ REPRESENTATIVE WITH HEADQUAR- 
TERS IN Chicago, covering the States of Illinois and Wisconsin, and 
thoroughly acquarnted with the hardware and department store trade, 
desires additional line in builders’ sarowre. hardware specialties or tools 
for said territory, or any part of it. Address Box 7147-A, care of Harp- 
wArRE Ace, 1507 Otis Bldg., Chicago, Illinois. 


SALES ACCOUNT WANTED—MANUFACTURERS’ REPRESEN- 
TATIVE with New York office and established trade calling upon whole- 
sale hardware, housefurnishing, automobile, radio, exporters and 5 and 10 
cent store syndicates, desires correspondence from reliable manufacturer 
of hardware or kindred lines on commission basis for New York City 
territory. Address Rox G-842. care of Harpware Ace, New York City. 


WANTED—A “REPUTABLE LINE 0 OF tools to sell in Middle West 
and Far Western States. At present am handling one of the hest lines 
on earth, which takes only part of my time. ave wide acquaintance 

with jobbers in this territory. good sales record. and can furnish excellent 
he wh tn Only well established, high class line will be considered. Tf 
interested address Box G-948, care of HArpware Ace, New York. 








Kastern manufac- 





























January 28, 1926 


HARDWARE AGE 


101 


- Classified Opportunities 





SALES ACCOUNTS WANTED 


CANADIAN REPRESENTATION—MANUFACTURER’S AGENT 








with office in Winnipeg and good business connection with the jobbing | 


hardware trade throughout the Provinces of Manitoba, Saskatchewan and 
Alberta would like to hear from manufacturers who desire to enter the 
Canadian western market. Lines in agricultural tools, building and rail- 
road construction, and heavy hardware particularly desired. Address 
Box G-954, care of HARDWARE Acer, New York. 





SALES REPRESENTATIVE WITH OFFICE in New York City and 
specializing in syndicate store (five cents to $1.00) trade, catalogue 
houses, and mail order houses, would take additional side line on strictly 
commission basis. Mid-Western or Western manufacturer preferred. If 
you have exceptional value within the price scope this business should 
interest you. Address Box G-956, care of HARDWARE Ace, New York. 





ESTABLISHED ST. LOUIS MANUFACTURERS’ REPRESENTA- 
TIVE with high grade, large clientele in Missouri and Illinois. Calling 
on hardware and electrical jobbers, also larger retail hardware and depart- 
ment stores. Desires one good line on commission basis. Same must 
have prospects of volume and repeat business. Address Box G-952, care of 
HARDWARE AGE, New York. 





MANUFACTURERS’ SALES AGENTS AND BROKERS for Florida. 
Builders’ hardware and kindred lines, galvanized and black sheets. pre- 
pane roofing and paints. Will also contract to introduce new articles or 
ines to merchants of Florida for manufacturers. MOORE & GOULD, 
Suite 3, Strand Theater Building, Tampa, Florida. 





SALESMAN COVERING NEW ENGLAND HARDWARE trade 
would like to secure small article for side line, with option of later 
becoming manufacturer’s agent and carrving Boston. stock. Address 
Box G-951, care of HArpware AGE, New York. 


| 
| 








SALES REPRESENTATIVES WANTED 





NATIONALLY KNOWN EASTERN MANUFACTURER of glass 
dour knob sets and garden hose nozzles as well as many other hardware 
specialties desires representation in the following states: Alabama, Arkansas, 
Colorado, Delaware, District of Columbia, Florida, Georgia, Idaho, Indiana, 
lowa, Nansas, Kentucky, Louisiana, Maine, Michigan, Minnesota, Missouri, 
Montana, Nebraska, Nevada, New Hampshire, New Mexico, North Carolina, 
North Dakota, Oklahoma, Oregon, South Carolina, South Dakota, Tennes- 
see, Texas, Utah, Vermont, Virginia, Washington, West Virginia, Wiscon- 





sin, Wyoming, Canada, Alaska and Mexico. Give particulars, Address 
Box G-932, care of Harpware Ace, New York. 
WANTED—LIVE WIRE SIDE-LINE SALESMAN, who will work, 


calling on retail hardware and drug trade to represent a large clock 
house, also Ingersoll watches on a commission basis for Southern States, 


New York, Pennsylvania, Illinios. Indiana, Michigan, Towa. Missouri, 
Massachusetts, Vermont, New Hampshire, Maine and Metropolitan 
Boston. Name territory. High grade references required. Give ful? 

INTERNATIONAL CLOCK & WATCIE 


particulars in first letter. 
CO., 93 Federal St., Boston, Mass. 





WE WANT EXPERIENCED “HE-MEN” to handle our line of house 


and mill brooms throughout Atlantic Coast and Southern States. Firm 
established 60 years. Liberal commissions. If you want a side line that 
will give you the extra that comes in handy—write us. MIDWEST 


BROOM MFG. CO., Circleville, Ohio. 





WANTED AGENTS WITH AN ESTABLISHED ROUTE in New 
York State to sell to the trade our paints as a side line. Paints highest 
qualitv and fully guaranteed. Address Box G-931, care of Harpware AGE, 
New York City. 





Let US Help You Word Your “Want.” 








Want a Good Hardware Salesman? 


The quickest way to locate one is through an ad 
in the “Classified Opportunities Section” of this 
paper. 

It’s the place where good hardware salesmen look 
first for real opportunities. 








THE INFLUENCE OF MILLIONS 


of attractive advertisements yearly which create demand for Lorain 
Oil Burner Cook Stoves should mean greater profit for you. Get 
acquainted with the supremely good 1926 Iorain Burner. Consider 
the sales continually made by satisfied users and the wonderfu! 
reputation of the manufacturer. Only by selling Oil Cook Stoves 
equipped with the Lorain High Speed Burner can you share these 
profits. 


AMERICAN STOVE COMPANY St. Louis, Ma, 








WINSLOW’ 
Skates 


The Samael Winslow Skate Mfg. Company 
Worcester, Mass. | 














Handy Craft 
The New Steel Building 
Toy for Boys 
Retails for 75 Cents 
THE HART & COOLEY CO., New Britain, Conn. 


























sorTHES A XES| 


Scythes sinee 1912. Axes since 1880. 








American Can Company 


Oil, Molasses and 
Dairy Gates 
Perfection Pattern. 
Made in All Styles. 


Syracuse Stamping 
Cc 








oO. 
Syracuse, New York 











RIXFORD MiiSieace.ve 














SS S\QWES PNA 


asl 


| “They Have a 
Bull Dog-Grip” 


Manufactured by 
U. S. Clothes Pin Co., Montpelier, Vt. 


Sales Dept. 
1015 Union Bank Bidg., Pittsburgh, Pea. 





J. L. THOMPSON MFG. CO. 
Waltham, Mass. 
Tubular and Bifurcated 


=RIVETS— 


LUMBER 


CRAYONS 
STANDARD CRAYON CO. 


Danvers, Mass. 

















DUMBWAITERS 


Write for our catalog 
Energy Elevator Co. 


ELEVATORS 
211 New St. Philadelphia 





Easily first in the manufacture of 


Tools for Stone-Working 
Send for our Catalogue—FREE 


TROW & HOLDEN CO. 


Barre Vermont 
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INDEX TO ADVERTISERS 


THE ADVERTISERS INDEX is published as a convenience and not as a part of the advertising contract. 
made for errors or failure to- insert. 


No allowance will be 
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Every care will be taken to index correctly. 





Allen Mfg. Co. 
Allith-Prouty Co. 
Aluminum Goods Mfg. Co. 


American Can Co. 
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American Chain Co. 


“eee @ we eeeene 


American Enameled Preducts Co. 


American Ring Co. 
American Saw & Mfg. Co. 


*“* ree 


American Screw Co. ........... 
American Shearer Mfg. Co. ..... 
American Steel & Wire Co. ..... 
American Stove Co. ............ 
American Wire Fabrics Corp. .. 
Aven@e Bifg: Co. ..........0000. 


“ee eee 


Armstrong Mfg. Co. 
Atkins & Co., E. C. 


Blair Mfg. Co. 
Brown & Sharpe Mfg. Co. 
Buffalo Wire Wks. Co., Inc. 
Burgess Battery Co. 
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“ee ee 
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“ee. 


Cc 


Clayton & Lambert Mfg. Co. 
Coes Wrench Co. 


Connecticut Valley Mfg. Co. ... 
Consolidated Electric Lamp Co. 
Continental Wood Screw Co. 
Corbin Screw Corp. 
Cordley & Hayes 
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E 
Blastie Tip Co. .........cccuue. 
Energy Elevator Co. ........... 
Eweredy Ce., The ..........c... 

F 
Faultless Caster Co. ............ 
Flexible Steel Lacing Co. ...... 
Fowler & Union Horsenail Co. . 

G 
(Gifford-Wood Co. .............. 


(ilidden Co., The 


“ee eee ee 


‘ereeuete 98 
PITT TiT 96 
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Grammes & Sens, Inc., L. F. .......000% 95 
ee 81 
H 
ee es Se Ga TD cco vccecesvsveste 101 
ee ee Ge re Ge, awe beh des bebetSaeeus 91 
Se) Sn cau cn news esanen tes 24 
ee 93 
Hyatt Roller Bearing Co. ............... 34 
SE, SE Ms ci cea ted ene eeeee 31 
I 
Indiana Steel & Wire Co. ............... 7 
International Silwer Ce. .........cccccsvces 2 
Jennings Mfg. Co., Russell .............. 96 
K 
rr ee ee heheh een can eee 96 
Keystone Steel & Wire Co. ............. 4-5 
TS cn ce udeg J cick eae sede 1 
L 
ee 97 
Ludlow-Saylor Wire Co. ...............:. 29 
M 
ee ee Ce .. be dSeneweceh Rate 38 
SE re 19-20 
i ns kee beeen 19-20 
a Og Go ana st walle alec as 98 
I I i le ad eee ae 33 
ee, He, te GO. ic osce vcccwsece 98 
a oe 23 
Myers & Brother Ce., F. BE. ............- 27, 99 

N a 
EE Ee ee 25 
New Britain Machine Co. ............... 98 
iow Hemwem Gree Ce, 2c cccccccccccccess 30 
New York Wire Cloth Co. .............. 14-15 
r,s a swhss cub sods stene cd eues 94 
ee uteeks cone 8-9 
i Ma Ch... cenevcews weyers 94 

O 
Ce Beets GORE GO. cccccccscccsececs 96 
eee 97 














Pp 
i pkg bebetes eb es eube OSes 97 
Peabody & Co., H. W. ......--+-eeeeee: 85-86 
Peters Cartridge Co. ........22eeeeeeeee 32 
Progressive Mfg. Co. ......-.--seeeeeees 99 
R 
Reichard Mfg. Co., F. H. .........22-00- 94 
Richards-Wilcox Se 77 
Misford Bf. Ce. ...ccccccccscsccccccese 101 
Rixson Co., Oscar C. .....-.cceeeercvcees 91 
Robertson, Arthur R. ........---s0eeeees 99 
Rose & Brothers, Wm. .........-+++eee08 93 
Royal Dif. Coe. ..ccccsccacccevecscsccces 95 
S 
Samson Cordage Wks. .........++-e+e055 96 
Save the Surface Campaign ........... — 
Simonds Saw & Steel Co. ...........+-5- 10-11 
Spargo Wire Co. ........-00 see eee eeeees 94 
Standard Crayon Mfg. Co. .........-+++> 101 
iene Be Ge. Ti Ge cccesceccccecsscvces 81 
Sterling Wheelbarrow Co. ...........+--> 98 
Stewart Iron Works Co. .........+-+-0. 98 
Mewnttem BGs. Geo .ccccccccecccccescsece 99 
Syracuse Stamping Co., The ...........-- 101 
= 
Thomson Mfg. Co., Judson L. ........... 101 
Threadwell Tool Co., The ...........-.-+- 97 
eae Be Bigkiem Ges .cccoccccccccccseseces 101 
Tubular Rivet & Stud Co. .............. 88 
U 
Union Hardware Co. .........seececccees 13 
GG Ss GM dc dcwcecnses cannes 101 
V 
See eee eee err e sy. ee ee 21 
Vaughan & Bushnell Mfg. Co. ........... 3 
Se i, FN ik EV i cn 48d CSR O 97 
W 
White Mountain Freezer Co., Inc. ........ 98 
Ci, setccececesenveuveses 18 
Sg ok as Soe gee Vessneenbens 16 
Wickwire Spencer Steel Co. ............. 26 
ee ee ee ee etna dnemtens 99 
Winslow Skate Mfg. Co., Samuel ........ 101 
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Z 
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Burgess Dry Batteries — Flashlight — Radio — Telephone— 
General Ignition and Heavy Duty—have earned the position 
they now occupy. 


Their success with the battery buying public is reflected in the 
increased number of strongly established dealers who sell them. 


In selling products made and guaranteed by the Burgess 
Battery Company, you are passing on to your trade products 
which will, through their quality and dependability, add to 
your high standing in your community. 


Burcess BATTERY COMPANY 
GENERAL SALES OrFices: CHICAGO 
Canadian Offices and Factones: Niagara and Winnipeg 
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The Capper that Sells Itself! 


HEN a manufacturer makes the bold statement that 
an article will sell itself, he must have great faith in 
his product. 


We have just that kind of faith in the new series of all-steel 
Everedy bottle cappers. We say that any dealer who will 
properly demonstrate one of these new 1926 Everedy Cap- 
pers will make a sale. Along with its sturdy, all-steel 





Cappers with 
Plain Handles 


No. 100. Everedy Special High carbon 
steel construction throughout. Heavily nick- 
el plated. Enlarged base. Undoubtedly the 
strongest capper ever made. Retails at $1.25. 


No. 101. Everedy Padded Steel Base Cap- 


Cappers with New 
Spring Handle Lift 


No. 100°S. Everedy Special with Spring 
Handle Lift. High carbon steel construction. 
Heavily nickel plated. Enlarged base. 
Strength with endurance and beauty. This 
model is bound to be a big seller at $1.50. 


No. 101-°S. Everedy Padded Base Capper. construction and dependable performance, the new Everedy per. High carbon steel construction. 
ae Soe eee nee Capper is a handsome utensil. An item any dealer can take eaety wists pheaed. Corragaed vebber 
pad on base is strong feature. Retails at 


nickel plated. Corrugated rubber pad on 
base. Has Spring Handle Lift. Retails 
at $1.75. 


pride in showing. $1.50. 


This advertising will run in the months when you 
really need sales—the so-called dull season. We 
create a demand that will bring new and welcome 
customers into your store. 


There's more than the usual dealer profit in Everedy 
Cappers. Our generous “square deal” policy gives 
you an incentive to put real selling effort behind 
them. 


And don't overlook our big national advertising 
campaign. Everedy is the only bottle capper so 
advertised. We reach millions of homes through 
the pages of the best magazines. And it is the 
kind of advertising that sells Cappers. 


Be prepared to meet this demand. Everedy Cappers 
will bring you added profits and new prestige. You 
can cash in on our intensive advertising and up-to- 
date merchandising methods. Your jobber can 
supply Everedy Products. 





We are ready and anxious to help you build up a 
permanent business on Everedy Cappers. Send for 


our free cut sheet service and other dealer helps. 






EVEREDY 
Strainer Set 


No. 300. Most popular utensil of its 
bind on the market. Includes adjustable 

























Strainer Stand, Strainer Bag and Filter 


Bag. Retail at Ss: . 





